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If the supervision and control of 
advertising continue much further, 
the average advertisement will carry 
a notation to this effect: ‘Passed by 
the National Better Business Bureau, 
approved by the American Medical 
Association, o. k.’d by the Federal 
Trade Commission, endorsed by the 
American Dental Association and 


paid for by the undersigned.” 
* * * 


The agency handling the adver- 
tising of the new Hotel Harrison 
in Chicago says it is located on 
Harrison street between Jackson 
boulevard and Wabash _ avenue. 
This is a cock-eyed description, but 
then there are a lot of cock-eyed 
people on Harrison street. 

* * 

Ruthrauff & Ryan, Inc., has pub- 
lished a booklet in which it is as- 
serted that people in general have 
“incredibly primitive and ordinary 
tastes in art, literature and enter- 
tainment.” 

For example, over a 
copies of “The Specialist” 
been sold. * * * 


“We want our clients,” says Miss 
Kathleen Cory, of Dorothy Gray, 
Inc., “to regard our studios as places 
where they may discover their 
charm and be schooled in the art 
of revealing it to others.” 

A lady happily engaged in learn- 
ing how to reveal her charm to 
others can of course appreciate the 
advantages of a studio as compared 
with a beauty parlor. 

*x * * 


million 
have 


” 


The W. A. Sheaffer Pen Company 
originated the idea of a four-color 
rotogravure section for newspapers, 
containing a page advertisement of 
its own, fixed a rate that would in- 
sure a profit to the publishers, sold 
the plan to the newspapers, includ- 
ing a method of obtaining “tie-up” 
advertising from its local dealers, 
and printed and delivered the com- 
plete sections. The era of forcible 
feeding in the advertising business 
seems to have arrived. 

* * * 

Theater-goers often tell Rogers 
Peet & Co. that their clever pro- 
gram advertisements “entertain- 
ingly efface the bitter memories of 
what the ticket scalpers charge for 
seats.” Unfortunately they can’t 
always efface the bitter memories 
of what was provided after they 
got into the seats. 

* * * 

If the new Minneapolis ordinance 
Sponsored by the butchers is effec- 
tive, drug-stores won’t be able to 
sell quick-frozen meats. You’ll have 
to hand it to the Minneapolis butch- 
ers for finding something that drug- 
stores can’t sell. 

* * * 

The American Austin Company 
has reported 132,000 inquiries for 
its bantam car as the result of the 
initial advertising. Sounds like a 
Pretty good crow for a bantam. 

* * * 


Holeproof Hosiery is planning to 
start an advertising campaign for 
garterless socks. The collegiate mar- 
ket simply had to be supplied. 


* * * 


_One of the new Dartnell publica- 
tions announced for September is 
The Industrial Salesman.” Now if 
ere were only a publication guar- 
anteed to produce the industrious 
salesman— 
* * * 
A. L. Findley, editor emeritus of 
Tron Age, said recently that the 
Secret of success in the conduct of 


® business papér is contact. Won- 
der if he meant contract. 
Copy CuB 


DRIVE STAGED 
BY CHRYSLER 


204 Stations Used in $65,000 
Contest 


Detroit, Mich., July 17.—The 
Chrysler Corporation started on 
July 10 what is said to be the 
largest radio broadcasting campaign 
ever put on the air by any adver- 
tiser. It is a six-month campaign 
involving the expenditure of $1,- 
000,500 and the facilities of 204 sta- 
tions, 182 in the United States and 
22 in Canada. 

The campaign is built round a 
contest featuring the Plymouth car, 
in which $65,000 in prizes will be 
awarded for the best letters on the 
subject, “Why I would buy a Ply- 
mouth car.” The prizes, which start 
with a $1,000 life annuity, and in- 
clude five trips around the world, 
five $1,000 prizes, 25 new Plymouth 
cars, etc., number 1,011, and are of 
a character sufficiently startling, it 
is said, to a:ouse the most blasé 
contestant. 

The results reported in the first 
week of the campaign are so re- 
markable that those connected with 
the Chrysler Corporation believe 
that over a million people will be 
attracted to Chrysler dealers before 
it is concluded. 

Two-Minute Announcements 

A unique feature of the initial 
campaign is that it consists of two- 
minute announcements every day 
for 13 weeks. Ordinarily stations 
do not sell less than 15-minute time 
units, but in this case F. R. Steel, 
of Critchfield & Co., Chicago, han- 
dling the account, was able to per- 
suade most of the stations to take 
daily “advertisements” of two min- 
utes’ duration. 

The copy for the two-minute “ad- 
vertisements” is sent to the indi- 
vidual stations and broadcast by the 
station announcers. Later electrical 
transcriptions will be used for 
musical programs of a_ half-hour 
duration. These are now being re- 
corded in Europe. 

There are 10,000 Chrysler dealers, 
handling the Chrysler, Dodge, De 
Soto and Plymouth cars. All of the 
dealers handling any of the Chrysler 
line also sell the Plymouth, so that 
the public is being referred, in the 
Plymouth campaign, to any Chrysler 
dealer, where entry blanks for the 
contest can be obtained. A sample 
demonstration is suggested as a 
means of obtaining material for the 
letter to be submitted. 

Ten field men have been put out 
to contact dealers and explain the 
contest and how it is to be operated. 
One of the reasons for the large 
number of stations used, and for the 
use of spot rather than chain broad- 
casting by the Chrysler company, is 
to enable the local merchandising tie- 
up to be perfected with the dealers 
handling Chrysler cars. 

The Chrysler Corporation believes 
that a campaign of the character 
and magnitude of this one will serve 
to stimulate automobile business in 
spite of the lethargy which the in- 
dustry has experienced during most 
of the year. Walter P. Chrysler in 
person has worked on the radio 
broadcasting plan and is taking 
keen. interest in its operation. 

National Radio Advertising, Inc., 
is working with the Critchfield 


agency in the campaign. 


BIGGESTRADIO ‘Increasing Trade 


by Advertising’ 


Is British Theme 


London, England, July 15—Ever 
since 1924, when the International 
Advertising convention met in Lon- 
don, organized advertising in Great 


Lord Riddell 


Britain has had a-convention. This 
year’s convention was held at Hast- 
ings, on the South Coast. It was a 
rather serious affair, though it had 
its golf and banquets, dances and 
revels. 

Upwards of 1,000 delegates from 
all parts of the British Isles were 
present to hear the addresses of 75 
men and two women. Among the 
speakers were many titled men and 
one titled woman. 

These annual conventions are or- 
ganized by the Advertising Associa- 
tion, a body which unifies associa- 
tions of advertising agents, news- 
papers, advertisers, printers, poster 
men, and so on, and Great Britain’s 
advertising clubs. Advertising in 
this country is a highly developed 
activity, and in some ways is in ad- 
vance of the United States. 

Admission by Test 

Thus, admission to the Institute 

of Incorporated Practitioners in Ad- 


vertising is via examination tests; 
that is to say, advertising agencies 
are trying to raise the occupation to 
the status of a profession; candi- 
dates for admission to the agents’ 
organization (the Institute) are re- 
quired to qualify by written evi- 
dence of competency. Britons think 
their poster art is ahead of that of 
all other countries. 

It is estimated that the advertis- 
ing expenditure amounts to £150,- 
000,000, or a per capita expenditure 
of over $15. 

Prosperity is Great Britain’s su- 
preme desire; perhaps also her ne- 
cessity. So the theme for this year’s 
convention was “Increasing Trade 
by Advertising.” 

Some of the speakers at the Hast- 
ings convention praised advertising 
mightily, and proclaimed its power 
to make Britain’s trade much better 
than it is. Others, however, rode 
their favorite hobby horses. Thus, 
Professor Henry Clay, of Manches- 
ter University and economic adviser 
to a Bank of England subsidiary, 
rode a hobby horse whose name was 
Rationalization. Sir Ernest Benn, 
publisher of trade papers, rode his 
hobby horse, called Individualism, in 
a tilt against Over-Organization. 

Lord Riddell’s Views 

Perhaps the boldest champion of 
advertising at the convention was 
Lord Riddell, owner of the News of 
The World, a Sunday newspaper 
having three million circulation. 
Lord Riddell declared that more ad- 
vertising is greatly needed, due to 
increased production, changing hab- 
its, a falling population and 1,800,- 
000 unemployed. Judicious adver- 
tising, in his opinion, is one of the 
chief methods available to bring 
about the return of normal condi- 
tions. 

Lord Eustace Percy, a former 
cabinet minister, said that advertis- 
ing is the key to all social reform 
as well as to all industrial prosper- 
ity of the future; that industrial 
expansion must depend on raising 
the standard of living of our own 


(Continued on Page 11) 


Blanket Delivery of Mail Vetoed 
Washington, D. C., July 18—The Post Office Department has vetoed 
the proposal of large direct mail advertisers that unaddressed sales pro- 
motion material be delivered by carriers to every stop on their route, 
Objections cited were that “patrons of the postal service would be 
subjected to an avalanche of advertising,” and “requiring city letter car- 
riers to make every possible stop would interfere with the regular mails.” 


Four A’s Report on Washington Survey 
New York, July 18—The American Association of Advertising Agen- 
cies has published the Washington Newspaper Reader Survey, the third 
of a series. The 52-page volume reports the qualitative values of news- 


paper circulations in Washington. 
The survey was financed b 


the “Washington Daily News,” “The 


Washington Post,” and the “Washington Evening Star.” 


Coca-Cola Loses Fight on “Roxa Kola” 


Cincinnati, July 18—The millions of dollars spent in advertising 


Coca-Cola was one of the reasons cited by the Circuit Court of 


Appeals 


for the Sixth Circuit in ruling that “Roxa Kola” is not an infringement. 
The court held that “the Coca-Cola trade-mark has been burned into 
the consciousness of the public. Instinctively one recalls in memory its 


appearance and sound.” 


Dealers Must Sign Colgate Agreement 
So many retailers have sold Gillette razors and Colgate or Palmolive 
shaving cream separately, after getting the merchandise as part of a deal, 
that the Colgate-Palmolive-Peet Company, Chicago, is now requiring deal- 
ers to sign an agreement to sell the goods in combination. == —«__—. 


ADVERTISERS 
DEBATE NEED 
OF SUPERVISION 


Both Sides of Question Find 
Advocates 


A sharp division of opinion pre- 
vails among national advertisers as 
to the extent to which advertising 
should be supervised by Government 
or private agencies. While some 
advertisers are growing impatient 
with some of the hair-splitting 
which has been in evidence recently, 
others believe the benefits of regu- 
lation outweigh its disadvantages. 
Apparently, there is no single cur- 
rent of opinion. 

Robert F. Wood, advertising man- 
ager of The Autocar Company, Ard- 
more, Pa., is among those who be- 
lieve that supervision is necessary. 

“No human institution has ever 
reached the point where it was 
above and clearly immune from in- 
terested, constructive criticism,” he 
pointed out. 

“Few such institutions have de- 
veloped the ability automatically 
and completely to correct their own 
errors. The contrary is apt to be 
the case and errors are perpetuated 
into traditions until the practices 
become so irksome or offensive to 
outsiders that criticism develops and 
modifications more acceptable to the 
general public are brought about. 

2 Should Invite Interest 

It seems to me that advertising 
should never squirm under any at- 
tention from the public, even though 
adverse, because advertising ad- 
dresses all of its activities to the 
public, and information regarding 
all public reactions is vital to its 
success. 

“Of course there are always some 
‘crank’ criticisms of everything. 
However, J. think much of the seri- 
ous analysis and criticism of ad- 
vertising which has been published 
and spoken during the past few 
years has been desirable. That is 
not saying I think that all of the 
criticisms were well founded or 
clearly proved. 

“But as an active practitioner of 
advertising, I think the worst thing 
that could happen would be to gen- 
erate the idea that it is above criti- 
cism and as now organized is able 
to correct its own errors. 

“Of all grades and ranks of busi- 
ness men, those engaged in advertis- 
ing should be the most liberal in 
their attitude toward public criti- 
cism and the quickest to profit by 
it. We certainly cannot afford to 
take any position which seems to 
limit free speech and free criticism.” 

Mr. Wood’s final comment was 
particularly pungent: 


“Conspiracy of Silence” 

“One of the reasons why criticism 
has developed and why advertising 
men seem inexperienced in meeting 
it,” he concluded, “is because there 
has been a conspiracy of silence re- 
garding advertising failures and 
malpractices. Too many publica- 
tions, realizing their own pecuniary 
dependence on advertising, have 
been unwilling to open their columns 
to a full, informative and free dis- 
cussion of it.” 

Roland D. Doane, advertising 
manager of the Lehigh Portland 
Cement Company, Allentown, Pa., 
took the other side of the question. 

“I am of the opinion that attacks 
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on advertisers are doing more harm 
than good,” he said. 

“Unquestionably the business of 
advertising needs a certain amount 
of adjustment, and it is more than 
likely that some of the campaigns 
run during the last year deserve 
criticism. All of us, however, would 
be far better off if we could be per- 
mitted to take care of any needed 
adjustment ourselves, without being 
subject to outside influences.” 

A somewhat pessimistic vein was 
struck by March G. Bennett, treas- 
urer of Samuel Cabot, Inc., manu- 
facturing chemists of Boston. 

“I am afraid no evidence can be 
produced that advertising, as now 
organized, is able to correct its own 
errors,” he said. 

“The nature of advertising makes 
this exceedingly difficult. The trend 
for the last few years has invited 
criticism and interference. 

“It seems clear that unless some- 
thing is done from the outside to 
preventsit, advertisers will continue 
to try to out-pace one another in 
extravagance and mendacity.” 

A more hopeful attitude was 
taken by E. Kenneth Hunt, adver- 
tising manager of the Champion 
Coated Paper Company, Hamil- 
ton, O. 


Gains by Comparison 

“I am paying no attention to 
criticism of advertising,” said Mr. 
Hunt; “first, because I have enough 
criticism of my own company’s cam- 
paign to keep me busy, and second, 
because I do not feel there is any- 
thing more to worry about in the 
way advertising is going than in the 
way a lot of other departments are 
being conducted. 

“I do feel there is some tendency 
toward fear of a public conception 
of advertising as having a meaning 
synonymous to ‘bologna.’ I can’t 
see anything new in this, however. 
I really believe there is more sincere 
truth and effort to state the truth, 
and confine the truth to helpful 
facts in advertising, than ever be- 
fore. 

“Industrial advertising takes it- 
self more seriously than the adver- 
tising of chewing gum or cigarettes, 


Clocks Come Back 

New York, July 17.—Now it’s 
electric clocks. Specialty shops, 
devoted exclusively to this 
product, are springing up all 
over the country, to come to 
the aid of the modern woman, 
whose numerous social engage- 
ments demand a rigid schedule. 


and who am I to say it should or 
shouldn’t? 

“There are undoubtedly a lot of 
advertising managers who are play- 
ing paper dolls with their work and 
depending upon an agency for serv- 
ice they don’t get, when they should 
be out studying their markets and 
merchandising conditions. However, 
one cannot attend a meeting of the 
Association of National Advertisers 
without realizing that the concep- 
tion of the advertising manager’s 
place in business, as an aid to the 
manufacturing as well as the mer- 
chandising development of his com- 
pany, shows wholesome progress. 

“I therefore believe that the more 
criticism that is made along the 
‘parlor pink’ line, the better for us 
who are conducting advertising pro- 
grams. 

“If there were no criticism, and 
if you couldn’t make money out of 
a book like ‘Your Money’s Worth,’ 
it would show a decided lack of con- 
fidence, interest or belief in adver- 
tising—much more harmful than 
the present condition. Criticism of 
anything, whether constructive or 
otherwise, shows at least a degree 
of interest that is nearer the boiling 
point than the entire lack of it.” 

George H. Corey, advertising man- 
ager of the Cleveland Twist Drill 
Company, Cleveland, and president 
of the National Industrial Advertis- 
ers Association, does not believe 
that advertising needs to be super- 
vised from the outside. 

“We are doing as good or a bet- 
ter job from the inside than any 
other professional organization with 
which I am familiar,” said Mr. 
Corey. 

“There was a period in 1928 and 
1929 when some of the larger ad- 


DO DOUBLE 
DUTY IN DETROIT 


campaign. 


Market analysis, dealer contacts, 
a model plant and a responsive pop- 
ulation are reasons why the Detroit 
area is more often favored by nation- 
al advertisers who demand results. 


te Co-operative and Merchandis- 
ing Departments of Walker & Co. 
automatically perform the important 
promotion duties which insure the 
success of any Outdoor Advertising 


WALKER & (°O. 
SOY Ea RE LR 


88 CUSTER AVE. 
DETROIT 


‘And Forty-six Progressive Michigan Cities 


COMPARATIVE SALES OF STANDARD AND 
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The Standard Oil Company of New York sells about one- 
third of all the gasoline sold in New York and the New England 
states, according to National Petroleum News. This company 
and its subsidiaries, the General Petroleum Corporation of Cali- 
fornia and the White Eagle Oil Corporation, sold 8.1 per cent of 
all gasoline sold in the United States in 1929. 

These figures were developed in the Government’s suit to 
prevent the merger of the two companies. 


vertisers were severely criticised. 
This criticism, in my opinion, was 
eminently justified. 

“It led to the passage of resolu- 
tions by different organizations, the 
introduction of bille in Congress 
and much ballyhoo everywhere I 
believe it is safe to say, however, 
that the most impressive work to 
correct any evils in advertising has 
been done by advertising organiza- 
tions such as the Association of Na- 
tional Advertisers and the Advertis- 
ing Federation of America.” 


Potent Dollar Sign 

Paul E. Kendall, advertising man- 
ager of the Long-Bell Lumber Com- 
pany of Kansas City, commented 
that “advertising has had quite a 
little time to correct its errors, but 
it would seem that in some quarters 
the respect for the present dollar is 
greater than for the future of ad- 
vertising.” 

M. C. Williamson, manager of the 
sales service department of the 
Bausch & Lomb Optical Company, 
Rochester, N. Y., believes that the 
criticism of certain types of adver- 
tising is justified. 

“In certain quarters there seems 
to be a letting down of the bars,” 
he said, “and a tendency to measure 
advertising only on its ability to sell 
goods, without regard to moral or 
ethical standards. 


“In our own case, we exercise 
every precaution. Our sales depart- 
ment checks the sales points in- 
volved in our copy, and our scien- 
tific bureau makes certain that tech- 
nical points are accurately por- 
trayed. We follow a course based 
upon a clear statement of facts, 
rather than advertising expediency. 


“Like a good salesman, advertis- 
ing should not only inspire confi- 
dence in the merchandise it has to 
sell, but in itself as a means of con- 
tact between seller and buyer.” 


Absolute Truth Needed 

Advertising can increase its effec- 
tiveness only if individual: advertis- 
ers use every effort to confine them- 
selves to absolute truth, in the 
opinion of R. Davison, manager of 
the advertising division of the New 
Jersey Zinc Company, New York. 


“A great many persons connected 
with advertising feel that the ad- 
vertising of certain large companies 
is ill advised, if truth in advertising 
is 4 be accepted by the laity,” he 
said. 


“Certainly if confidence in printed 
advertising ceases to exist, advertis- 
ing as a selling force will cease to 
exist. However, individual, rather 
than general supervision seems to 
be the cure.” 

While believing that automotive 
advertising has made too many 
broad claims, O. S. Tyson, of the 
New York agency of that name, dis- 
counted some of the current un- 
favorable comment on copy, believ- 
ing it is the work of self-confessed 
experts who need jobs. 

“If advertising cannot withstand 
supervision and criticism, it has no 
place in business,” concluded Mr. 
Tyson. 


Radio Stations 
Will Be Rated 


by Government 


Washington, D. C., July 17—Since 
the basis on which radio licenses are 
issued is service to the public, the 
Federal Radio Commission has in- 
structed the radio division of the 
Department of Commerce to make a 
national survey of broadcasting. 
This is the first Federal effort to 
rank the 600-odd radio stations of 
the country by merit. 

Each of these stations will be 
given a definite rating by a system 
now being worked out. 

William D. Terrell, chief of the 
radio division, has nine men avail- 
able for the project. In addition to 
studying the programs offered by 
the stations and forming their own 
opinions, the field crew will query 
chambers of commerce, boards of 
trade, boards of education and many 
other organizations. 

It is believed that four surveys 
will be made, on the ground that the 
programs offered by many stations 
vary according to the season. 


Miss Signer Heads 


Women’s Department 
Marjorie Signer, who has con- 
ducted an advertising agency in 
New York, has become director of 
the women’s department of the Haz- 
ard Advertising Corporation, of that 


city. 


Star-Rite to Powers 
The Fitzgerald Mfg. Co., Torring- 
ton, Conn., has appointed the John 
O. Powers Co., New York, to direct 
the advertising of Star-Rate elec- 
trical appliances. 


—<— 


Ten-Cent Sizes 
for Drug Stores 
Are Boomerang 


New York, July 17—While many 
of the publications in the drug field 
have agitated for ten-cent sizes of 
nationally-advertised products, “cre. 
ating an artificial demand,” one ex. 
pert predicted that “a year from 
now the ten-cent idea will have 
passed out of the picture.” 

This is the report of American 
Druggist, which confesses to having 
done its share to create a demand 
in the trade for such sizes. The 
publication will say editorially jn 
its August issue: 

“The ten-cent idea doesn’t work 
out as well in practice as in theory, 
The one chance the druggist has for 
making money on ten-cent items is 
to sell them at full price. This 
won’t be done. I have just returned 
from a trip across the continent. | 
saw drug stores already selling ten- 
cent items at three for a quarter, 

“T talked with retailers and whole- 
salers along the way. Many of 
them feel they have been misled, 
They feel that ten-cent departments 
for the average drug store are a 
mistake. 

“Druggists on whom I called, in 
towns which have no syndicate store 
competition, said, ‘By putting in 
ten-cent departments we lose a great 
deal of volume on larger sizes. 
There is no reason in the world why 
we should fight a competition which 
doesn’t exist.’ 

“Druggists in larger towns said, 
‘Much of our business is done at 
night, when syndicate stores are 
closed. By putting in ten-cent de- 
partments we lose a great deal of 
volume on larger sales.’ 

“Other druggists said, ‘We are 
selling ten-cent merchandise but it 
doesn’t show a profit. Our clerks, 
much more expensive than syndicate 
store clerks, must sell the larger 
sizes to earn their keep.’ 

“Some druggists said, ‘We are 
selling ten-cent items, but not 
enough, and we never can sell 
enough, to justify a separate de- 
partment. We are not getting the 
syndicate store trade we expected. 
We find that the women who go to 
syndicate stores go there to shop. 
In those stores are thousands of ten- 
cent items besides drug items which 
lure them—it is impossible for us 
to establish such bazaars.’ ” 


Potter Quits Agency 
to Join Advertiser 

Z. L. Potter has resigned as presi- 
dent of The Z. L. Potter Company, 
Syracuse and New York advertising 
agency, to become director of distri- 
bution of the Mohawk Carpet Mills, 
Amsterdam, N. Y. This is a newly 
created position. 

His functions will be to tie all the 
factors of selling into a single unit 
of service to the trade. He will also 
supervise all functions having to do 
— determining and styling the 
ine. 

Mr. Potter was at one time vice- 
president and business manager 0 
the New York Evening Post and was 
formerly advertising and publicity 
manager of the National Cash Reg- 
ister Company. For the last six 
years he has been president of the 
Potter agency which handles the 
Mohawk advertising account. 

E. S. Barlow has become president 
of The Z. L. Potter Company. Mr. 
Barlow, who has been vice-president, 
was formerly an account executive 
with Lord & Thomas and Logan, and 
was later general sales manager 0 


the Selz Shoe Company and the Net- © 


tleton Shoe Company. . 

A. J. Schied becomes vice-presl- 
dent and treasurer; R. S. Feeley, 
vice-president in charge of art; 
Ralph Richmond, vice-president in 
charge of copy, and Adlai S. Hardin, 
secretary. Mr. Hardin will continue 
as manager of the New York office. 

The agency is now being incor- 
porated as The Z. L. Potter Com- 
pany, Inc. 


Enters X-Ray Field 

The Westinghouse Electric & Mfg. 
Co., East pong Pa., has en- 
tered the X-ray field by the forma- 
tion of the $2,000,000 Westinghouse 
X-Ray Co., Inc. The Wappler Elec- 
‘rie Co., Long Island City, N. Y. 
and the American X-Ray Corp., Chi- 
cago, will be identified with the new 
organization, of which 4. E. Allen 
is president. 
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TARIFF NO BAR 
TO U.S. EXPORTS 


New York, July 17—Now that the 
tumult and shouting have died, it 
appears that the tariff, described as 
fatal to American manufacturers 
having export ideas, won’t damage 
the United States very much after 
all. That, at least, is the opinion 
of American Exporter, which as- 
serted that “the changes made in 
the tariff will not cause a ripple on 
the currents of world trade.” Can- 
ada is indicated as a possible excep- 
tion. 

“Coming events cast their shadows 
before,” said the publication. ‘No 
better indication of the futility of 
the greater portion of the new tariff 
changes could be found than the 
fact that its threatened passage 
failed utterly to stimulate imports 
of goods ahead of time in order to 
get the benefit of the old rates. 

“If these new rates were going 
to change things, think of the huge 
profits to be made by American im- 
porters bringing merchandise in at 
the old rates! 

Imports Not Rushed 

“Yet what do we find? The pro- 
portion of dutiable goods to total 
imports in the first three months of 
1930 was only 33 per cent as against 
34 per cent in 1928. Just the re- 
verse of what would be expected. 

“Cement imports have fallen off 
40 per cent from 1928, and brick has 
fallen off 75 per cent. Imports of 
brick the first four months of this 
year were at the rate of only $72,- 
000 a year! 

“Sugar, instead of being rushed 
in to save duty, has been held back 
by the Cuban interests and ship- 
ments the first three months were 
only one-third of last year’s figures. 

“Boot and shoe imports have 
shown a marked increase in recent 
years and are running nearly 200 
per cent greater than two years 
ago. That is one case where under 
the protective policy’ there seems 
some reason for action but it is 
hard to find in the trade statistics 
any similar case. Yet the total 
value of boots and shoes made in 
the United States is $944,000,000 a 
year, or 43 times as much as the 
imports. 

“Not only is the balance of trade 
in general not affected to any ap- 
preciable degree by the new tariff 
but the effect on individual coun- 
tries is, ‘with rare exceptions, not 
likely to be detrimental.” 


Broadside for 
Men’s Wear Will 


Run in October 


The week between October 11 and 
18 will probably be chosen for the 
fall broadside of the men’s wear 
manufacturers participating in co- 
Operative advertising. The initial 
effort along this line was launched 
last spring. D. H. Steele, vice- 
president of Wilson Bros., Chicago, 
is chairman of the committee in 
charge. 

The magazines involved have 
agreed to donate space worth about 
$15,000, as their contribution to the 
Success of the plan. It is believed 
this will take the form of an intro- 
ductory page, which was paid for in 
the spring. 

The section this year will be 
largely in black and white. Con- 
tinuity will be promoted by a strip 
of two inches across the top of each 
advertisement. 

Twenty-five manufacturers par- 
ticipated in the spring broadside and 
at least that many are expected to 
take part in the fall “dress-up” 
smash, 


Leaves Motor Field 
After 19 years in the automotive 
field, Warren E. Griffith has become 
a Pacific Coast sales executive of 
the Air-Way Electric Appliance 
Corp., of Toledo. 


Ice Is Being 
Advertised in 
San Antonio 


San Antonio, Texas, July 17.—A 
co-operative advertising campaign 
which has been in progress here for 
some time on behalf of ice indicates 
that the case of the ice manufac- 
turers is far from hopeless, and that 
this product can be merchandised 
just as effectively as almost any 
other. 


The campaign, prepared by the 
Pitluk Agency, is built around the 
statement that “the manufactured 
ice of today results from either dis- 
tilled water or from city drinking 
water constantly agitated by air 
while being frozen—a modern scien- 
tific discovery that vitalizes the 
water, materially aids in further 
purifying it, and never fails to give 
perfectly clear ice.” 

The copy, running in newspapers 
in half and three-quarter pages, 
three times a week, also points out 
that “ordinary hydrant water frozen 
without this necessary air agitation 
is snowy or cloudy in appearance 
and all too often takes on tastes or 
odors from foods. Such home-made 
ice looks far less attractive than 
the kind properly made and is liable 
to impart an unexpected ‘flavor’ to 
the beverage in which it is used.” 


The co-operative merchandising 
plan covers both ice for refrigera- 
tion and ice for drinks. The latter 
is delivered by motorcycle trucks in 
waterproof protecting cartons con- 
taining 72 cubes, selling for 20 
cents. 


The advertising also stresses the 
value of adequate refrigeration, 
urging the public to purchase re- 
frigerators substantially made, with 
sturdy fastenings, tight-fitting doors 
and at least 1% inches of cork 
within the outer walls. 


“Then keep the ice chamber from 
one-half to two-thirds full of ice— 
and the whole secret of sanitary re- 
frigeration is solved for you and 
yours forever.” 


Want Buses to Carry 
Trunks of Salesmen 


The National Shoe Travelers As- 
sociation is waging a fight to have 
motor buses provide means for the 
transportation of sample _ trunks, 
which under present conditions are 
frequently delayed in transit. 


Piggly Wiggly Asks 
Patent Case Review 


The Piggly Wiggly Corporation 
has asked the Supreme Court of the 
United States to review its case 
against the Jitney Jungle Corpora- 
tion, alleging infringement of pat- 
ents on self-serving stores. 


Seenser with Reo 


K. Ray Spencer, who has been re- 
gional sales manager of the Chrys- 
ler Motor Corporation, has joined 
the Reo Motor Car Co., Lansing, 
Mich., as manager in charge of the 
central region. 


Enters Program Field 


Albert O. Ryerson, who has been 
with the New York Telegram and 
Pittsburgh Press, has joined the 
sales staff of the New York Theater 
Program Corporation. 


Buys Half of Newspaper 


Boon McCallum has bought a half 
interest in the Lamar (Col.) Daily 
News, leaving Denver, where he was 
a well known member of the adver- 
tising club. 


McClure Loses Daughter 


Catherine McClure, daughter of 
Frank McClure, of Albert Frank & 
Co., Chicago agency, died in Colo- 
rado Springs, Col., recently, after 
an illness of several years. 


Caldwell-Baker Move 


The Caldwell-Baker Co., Indian- 
apolis agency, has occupied larger 
quarters in the Merchants Bank 
Building. The new telephone num- 
ber is Lincoln 8414. 


Buck Can’t Quit 

Ole Buck’s resignation as secre- 
tary of the Nebraska Editorial As- 
sociation was handed back to him 
at a meeting in Omaha last week, 
“because good policy demands that 
you continue as secretary until im- 
portant work is completed.” Mr. 
Buck is the new editor of the United 
States Publisher. 

Among those at the meeting were 
Frank Edgecomb, the blind editor 
of the Geneval Signal; Cyrus Black, 
77, who has been editor of the Hick- 
man (Neb.) Enterprise for 38 years, 
and Mrs. Chattie Coleman, publisher 
of the Stromsburg Headlight, one 
of the pioneer women editors of the 
state. 


238 Cities to Hold 


Furniture Shows 
At least 238 cities of the country 
will stage furniture shows in the 
fall, as a part of the industry’s Na- 
tional Fall Style Show. About 50 
newspapers are co-operating by 
planning special furniture sections. 
Outdoor advertising also will be 
used in some cities. 


Cellophane for Golf Clubs 

The Schavolite Golf Corp., New 
York, is now wrapping its wood club 
heads in Cellophane. The wrapping 
allows the club to be closely in- 
spected, while preventing shelf-wear. 


ADVERTISING AGE 


Non-Subscribers 
Lose Membership 


in Association 


Indianapolis, Ind., July 17—After 
January 1, 1931, membership in the 
National Macaroni Manufacturers’ 
Association will be limited to those 
participating in the organization’s 
national advertising as subscribers. 

This announcement has been dis- 
patched to members of the associa- 
tion from national advertising head- 
quarters here. The plan has been 
ratified by the association. 

Believing that recipes which are 
inaccurate or which do not give sat- 
isfactory results are “dynamite,” 
the Mills Advertising Company, 
handling the macaroni campaign, 
has paid special attention to this 
feature. 

The recipe books now being pre- 
pared were laid out by Norman 
Heffron, former advertising man- 
ager of the Holeproof Hosiery Com- 
pany and the Frigidaire Corpora- 
tion, who is now with the agency. 
The introductory text was written 
by Harry L. Bird, head of the copy 
department, and the recipes were 
prepared by Jean K. Rich. 

The book will show the women of 
the country 70 new ways to use 


3 


macaroni, spaghetti and egg noodles. 
It will be distributed by individual 
members of the association, whose 
names will be imprinted on the back 
cover. 


Oliver Hershman Dead 


Col. Oliver S. Hershman, veteran 
Pittsburgh newspaper publisher. 
died in that city last week at the 
age of 71. Colonel Hershman spent 
his entire life in the newspaper field, 
entering the employ of the Pitts- 
burgh Evening Telegraph after 
leaving school. He secured control 
of this paper, and merged it to form 
the Chronicle Telegraph, which he 
published until 1900, when he bought 
the Press. He sold the latter to 
Scripps-Howard interests in 1923. 


Chicago Advertisers 


to Golf July 23 

July 23 has been fixed as the date 
for the annual golf splurge of the 
Advertising Council of the Chicago 
Association of Commerce. St. An- 
drew’s golf course is the place. 

Bud Brugh is chairman of the 
committee in charge, others being 
Kenny Clark, O. C. Harn, Jack 
Hauser, Bill Parkes, Ben C. Pitts- 
ford and Charlie Redmon. 


Indiana Publisher Dead 

James McCormick, 79, retired 
publisher of the Princeton (Ind.) 
News, died in Louisville, Ky., July 
10. 


No. 19 of a Series 


‘ | 
AUGUST 


RNEST HEMINGWAY is acknowledged to be a master of the short 
story. And yet he writes very few of them. As a consequence, 


each new one is an event. 


In August Scribner's will appear his first since the great novel, 
“A Farewell to Arms”’—which also was published in Scribner's. 


It is called “Wine of Wyoming” and tells of an old French 
couple who live on the plains of Wyoming. 


They make a little wine, a little beer. 


The mountains look down upon them. The Prohibition Enforce- 
ment officers descend upon them. 


It is all very confusing—these United States. 


What a grand story it is! 


You will recall Hemingway’s “The Killers’ which was published 


originally in Scribner’s and which is held by many critics to be 
among the great short stories of the English language. 


The point is that Hemingway’s stories are stories. Living, breath- 
ing, smashing stories of our own time! That is why thousands of 
readers never miss a word he writes. That is why you will even- 


tually get the Hemingway habit by following Scribner’s. 


CRIBNER’S 


= Princeton seniors selected Ernest Hemingway and S. S. Van Dine as their favorite authors. 
Rutgers seniors selected John Galsworthy and S. S$. Van Dine. All are Scribner’s authors. 
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Spot Versus Chain Broadcasting 


The news that the far-flung radio 
broadcasting campaign of the Chrys- 
ler Corporation, which is reported 
in detail on another page of this 
issue, will be spot rather than chain 
broadcasting, gives rise to some in- 
teresting reflections. 

The extent of the broadcast, with 
204 stations included, of course 
prevents this from being exclusively 
a chain operation. But this is not 
the only reason advanced for the 
use of the method employed. 

The subject matter of the broad- 
cast is an extensive merchandising 
operation in behalf of the Plymouth 
car, based on a prize contest in 
which it is hoped to interest several 
million people through the use of 
unusually attractive and  worth- 
while prize awards. The local dealer 
tie-up is the key to the effectiveness 
of this appeal by radio. The pros- 
pective entrant in the contest must 
go to the dealer’s store for an entry 
blank and other information, which 
is expected to include a demonstra- 
tion ride in the car itself. 

This feature makes it necessary 
to have the local tie-up established 
in unmistakable style, and insofar 
as possible to identify by name the 
local distributor or dealer. The ad- 
vantage of having this information 
presented by the station announcer 
in each community is so obvious 
that it was made a basic part of 
the merchandising plan. 

While the campaign, which in- 
volves daily two-minute broadcasts— 
another new and interesting feature 
—has been under way only a week 
at this writing, the results are 


already such as to demonstrate the 
advantages of this method of pro- 
jecting the local dealer into the 
picture. 

National radio broadcasts were 
originally considered in the nature 
of institutional advertising, and 
little effort was made to give them 
a merchandising flavor. This is still 
the attitude of most of the large 
advertisers using the chain broad- 
casts, although it has been found 
possible to make use of the radio 
as a means of getting inquiries on 
which to base direct personal selling 
effort. Generally speaking, however, 
chain broadcasting has been con- 
sidered a supplementary advertising 
effort, institutional in character, ana 
without specific local merchandising 
application. 

The Chrysler experience may re- 
sult in national advertisers taking 
another look at the radio situation. 
If it is possible to stage the presen- 
tation in such a way as to get the 
dealer actively interested in the 
local effect, which is manifested in 
his own establishment, and if the 
results of the broadcast can be 
cashed in the form of sales, then the 
radio becomes a much more active 
merchandising tool than it has been 
considered up to this time. 

Incidentally, chain _ broadcasts 
have never been arranged in such 
a way as to permit station announce- 
ments to include any information of 
a merchandising character which 
would give the broadcast a_ local 
tie-up. Whether the trend toward 
spot broadcasting will bring about 
a change in this regard remains to 
be seen. 


Building An Industry 


Most good advertising is of a 
creative, educational character, 
broadening the market as well as 
insuring a successful competitive 
position for the advertiser. New in- 
dustries especially need this type of 
constructive effort. 


Advertisers in all lines, but especi- 
ally those in industries which need a 
broader and sounder basis for ex- 
pansion, should read the statement 
of T. K. Quinn, manager of the 
electric refrigerator department of 
the General Electric Company, pub- 
lished in the July 12 issue of ADVER- 
TISING AGE, if they have not already 
done so. It is a splendid exposition 
of the idea that a company which 
is part of an industry owes some- 
thing to the upbuilding of the indus- 
try as a whole, and that its competi- 
tive effort should be of such a 
nature as not to interfere with the 
wholesome expansion of the entire 
business. 


Reading between the lines, one 
may infer that Mr. Quinn believes 
that competition between makers of 
electric refrigerators, who are in the 
early stages of development work in 
behalf of the industry as a unit, is 
becoming too severe, in the sense of 
being destructive of good-will for 
the whole business, and believes that 
the time has come to adopt a more 


constructive attitude. G-E is ready 
to lead the way. 

“In recent sales activities,” said 
Mr. Quinn, “too much emphasis has 
been placed by several manufac- 
turers upon comparisons of compet- 
ing products as to the quality and 
quantity sold, even at the sacrifice 
of the most valuable asset the in- 
dustry has—good-will. If the indus- 
try as a whole appears to be lacking 
in character, or is discredited in the 
judgment of the public by destruc- 
tive internal competition, every part 
of it must suffer. 

“We should be more concerned 
over the competition between our in- 
dustry and others for the con- 
sumer’s dollar, and there is a grow- 
ing appreciation of this fact among 
those interested.” 

Mr. Quinn went on to explain that 
the entire advertising and sales pro- 
motion effort of his company, as well 
as personal selling, will hereafter 
be marked by restraint in the mat- 
ter of competitive situations and by 
the elimination of equivocal matter, 
to the end that G-E salesmen “may 
devote their efforts to the sale of 
our own product, without having to 
fight the opposition of destructive 
industry competition.” 

The electric refrigeration indus- 
try, judging by this statement, has 
taken a long step forward. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


127. In Uncle Sam’s Chicken Yard. 


A portfolio of facts about the 
poultry business in the 13 mid-west- 
ern States. A census of farms, 
equipment, stock and improvements 
contemplated is included, together 
with information regarding operat- 
ing methods and conditions, feed- 
ing, marketing, ete. Issued by 
Standard Poultry Journal, Kansas 
City, Mo. 


128. An Approach to the College 
Market. 


The findings of an investigator 
sent by College Humor, Chicago, to 
report on the membership of lead- 
ing fraternities and sororities “in 
several representative American col- 
leges. The conclusions presented 
with respect to the habits, interests 
and activities of collegians are au- 
thenticated by biographical sketches 
inquiring also into family circum- 
stances, living standards, buying in- 
terests and influences, budgets, etc. 
The survey, made up in a profusely 
illustrated, 72-page book, is repre- 
sented by the publisher as an accu- 
rate and interesting picture of the 
collegian of today. 


129. Industrial Advertising — To- 
day! 

A booklet issued by Edwin Bird 
Wilson, Inc., New York, which 
briefly discusses the problems of the 
industrial advertiser with particular 
attention to the need of a complete 
plan of marketing. 


130. Slow Down the Band Wagon— 
The Elephants Can’t Keep 
Up. 

A booklet issued by Rauthrauff & 
Ryan, Inc., New York, which proves 
in expert fashion that there is a 
tendency to overrate the level of 
public intelligence to the detriment 
of the effectiveness of advertising. 
The interesting feature of the story 
is the mention of the barometers by 
which mental and emotional capaci- 
ties of the average consumer may 
be logically gauged. 


131. Type Specimen Hanger. 

A wall hanger showing line speci- 
mens in 48-point printed by Conti- 
nental Typefounders Association, 
New York, for the convenience of 
those desiring an easy means of 
identifying the 30 or so most popu- 
lar foreign type faces. 


132. New York. 


A 36-page pamphlet issued by the 
General Outdoor Advertising Com- 
pany, Ine., New York, which con- 
tains more than a thousand signifi- 
cant facts about New York and its 
suburbs. These include the classi- 
fication of the population by occupa- 
tion, income and residential centers 
and an analysis of non-residents as 
to number and activities, together 
with figures on city traffic. The 
pamphlet features a number of 
maps showing retail trading areas 
and how they may be covered by 
poster service. 


133. The McCann Index. 


A brochure describing the Mc- 
Cann Index—the application of the 
principle of correlations to statistics 
as a means of adjusting advertising 
pressure to sales possibilities, terri- 
tory by territory. Published by the 
H. K. McCann Company, New York. 


134. Marketing and Merchandising 
in the Chain Store Field. 

A portfolio of information about 
all classes of chain stores, showing 
growth, volume of sales, geograph- 
ical distribution, merchandise han- 
dled, etc., and including a descrip- 
tion of the merchandising organiza- 
tion and how it functions. Pub- 
lished by Chain Store Age, New 
York. 


JONES 


ELECTRIC SIGN 
COMPANY 


—Life 


Voice of the Advertiser 


Lament of Pioneer 


To the Editor: It may be that I 
am getting a little old, but I have 
a distinct feeling that there is a 
sharp and uncomplimentary con- 
trast between the present generation 
of publishers’ representatives and 
their recent predecessors. 

A large percentage of the men 
calling on us now are young and im- 
mature, uninformed about business 
in general, and especially lacking in 
information about the industries 
whose advertising they are solicit- 
ing. 

This situation is more true of 
general periodicals and newspapers 
than of the trade field. There we 
find a much better type of repre- 
sentation than there has been dur- 
ing the 30 years I have been dealing 
with business publications. 


I have an unusually wide ac- 
quaintance among the _ publishers 
themselves and out of courtesy to 
them, am always glad to see their 
representatives. However, when you 
consider that three or four days out 
of the month are given to practically 
nothing but interviews with repre- 
sentatives, the majority of whom 
represent nothing of value to us, 
you can easily understand that we 
soon get to the point where these 
men are seen in the reception room 
and do not get a chance to sit down. 

J. H. MITCHELL 
Pres., Mitchell Advertising 
Agency, Minneapolis 


* * * 


Personal Calls Versus 
Telephone and Letters 


To the Editor: We encourage in- 
terviews with all publishers’ repre- 
sentatives, provided they have in- 
formation that will be useful in an- 
alyzing the publications, their stand- 
ing in their field and the markets 
they cover. 

Of course many calls made by 
space representatives are a waste of 
time and could just as well be made 
by telephone or letter. The relation 
between advertising agencies and 
publishers’ representatives would be 
improved if calls of this nature 
were reduced to a minimum. 

C. M. DANIELL 

Space Purchasing, The Cramer- 

Krasselt Co., Milwaukee 


* *” * 


Selling Space Is Like 
Selling Anything Else 
To the Editor: Our experience is 
that any time a publisher’s repre- 
sentative has some real information 
and can be of real service, he never 


has any trouble in gaining an audi- 
ence. 

Selling space in publications is 
just like selling anything else, 
Those who have a service to render 
get a chance to put it over, while 
those who are simply just trying to 
get on a list, have difficulty. 

After all, it doesn’t take long to 
find them out. 


G. M. WYMAN 
Space Buyer, The Izzard Co., 
Seattle 
a 


Publishers Gentlemen, 
F. P. Shumway Claims 
To the Editor: Thank you for 
the write-up you gave this agency. 
Fifty years is quite a long time to 


Franklin P. Shumway 


be in daily communication with sev- 
eral hundred publishers, but I am 
more than glad to say that with 
very rare exceptions, I have found 
them to be gentlemen from every 
standpoint. 

It has been a great pleasure to do 
business with them for these many 
years, and I earnestly thank them 
for their uniform courtesy. 

FRANKLIN P. SHUMWAY 
Pres., Franklin P. Shumway Co., 
Boston 


* * * 


Shake, Mr. Boerger! 


To the Editor: Tell “Copy Cub” 
I shake hands with the Indiana 
advertising agent who said _ that 
ADVERTISING AGE had_ supplanted 
three advertising magazines for- 
merly taken. 
Congratulations! 
OsBoRN F. HEVENER 
Adv. Mgr., The Bank of America, 
New York 
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ADVERTISING AGE 


SS —Ssee 
Armstrong Appointed 
by Washer Company 


c. H. Armstrong has become gen- 
eral manager of the Clegg Lock 
Washer Co., Chicago, and will have 
complete charge of all phases of the 
pusiness. e was formerly director 
of trade extension for the Textile 
Bag Manufacturers Association, 
Chicago. 


Outdoor Man Transfers 

Gerald G. O’Brien, Jr., has re- 
signed as sales manager of the Gen- 
eral Outdoor Advertising Co., Pitts- 
purgh, and joined the Outdoor Ad- 
yertising Agency of America, Inc., 
also of Pittsburgh. 

He is the son of the late G. G. 
O’Brien, who pioneered in outdoor 
advertising in Pittsburgh. 


—_—— 


No. 2 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


(THE question ‘Shall I 
| employ an architect?” 
. is easily answered if the 
prospective builder will 
ask himself, instead, “‘Do I 
wantastock house (or church, 
or store or what not) or do I 
want something designed for 
me personally—something 
that meets the special needs 
of my family (or congrega- 
tion, or business) and affords 
a proper setting for it? In a 
word, do I want to fit myself 
into a stock pattern, or do I 
want that which is fitted to 
me, to my needs and my 
ideals?”’ 
If the former alternative will 
satisfy you, do not bother 
with an architect. If you do 
want a building tailor-made 
to your particular needs and 
desires, the architect's func- 
tion is the only known means 
of getting it. 
The question of cost does not 
properly come into it, for any 
architect worth his salt will 
save you far more than his 
commission. 
We have put some facts of this 
kind into a little booklet, 
“This Man the Architect,”’ 
which we shall be glad to 
send upon request, without 
charge, to any one who is in-’ 
terested. Please enclose a self- 
addressed stamped envelope. 


RE 


Publishers of 


ARCHITECTURE 


— the professional journal —and 
of books on architecture 


CHARLES SCRIBNER'S SONS J 


! 597 FIFTH AVE., NEW YORK J 
| Please send without charge a copy of 


‘*This Man the Architect’ } 


FAMOUS WOME 
MEET IN EAST, 
ENDORSE ‘BEADS’ 


New Palmolive Product Gets 
Flying Start 


Recognizing the trend toward the 
wash bowl laundry and convinced 
that the American woman treasures 
her delicate silk garments as much 
as she does “that schoolgirl com- 
plexion,” the Colgate-Palmolive-Peet 
Company, Chicago, has announced a 
new soap, Palmolive Beads. 

The caution with which women 
guard their complexions has been 
equalled by the Palmolive Com- 
pany’s solicitude for its trade name. 
The new product is the first answer 
to the thirty-year old question as to 
whether the Palmolive name would 
be used for a household product as 
well as for toilet goods. 

The conservatism of the Palm- 
olive Company, which has persisted 
through the merger but which has 
never proved a handicap in attain- 
ing a position of leadership, is re- 
flected in the care and deliberation 
with which the new product is being 
presented. The soap was first made 
a year ago, but, with the prestige of 
the famous name at stake, the pub- 
lic introduction was delayed pending 
profound consideration of marketing 
plans. 


Debut in Newspapers 


The first announcement consisted 
of a single advertisement—a page in 
the July 10 issue of the Chicago 
Daily News. Other Chicago papers 
have since been placed on the list 
for a page every few days, but it 
will be a matter of some weeks be- 
fore the advertising will be in- 
creased to include all the principal 
cities, and it will probably be the 
first of the year before magazines 
and the radio will: be added to the 
newspaper advertising. 


In launching Palmolive Beads the 
company is putting dependence in 
the ability of its sales force and its 
established reputation as a con- 
sistent advertiser to induce rep- 
resentative dealers in each city to 
stock the product and install dis- 
plays as a preliminary to the news- 
paper advertising. 

The plan is to cover the territories 
in rotation with a pre-advertising 
sales drive, during which special 
display men will accompany the 
salesmen for the purpose of selling 
the dealer on a display and install- 
ing it then and there. Chicago, the 
home territory, has been first to 
receive attention. 


Some Chicago dealers in toilet 
goods, in addition to the usual chan- 
nels, are handling the new line. 
This is logical, because the family 
resemblance to the toilet soap is 
maintained in the packaging of 
Beads. 

Using News Style 

While developments in the near 
future will have much to do with 
shaping the advertising policy, it 
has been -decided that the news- 
paper copy for the remainder of the 
year will follow the news style, at 
least until the subject is thoroughly 
exhausted. 

Much of the material for this was 
developed last month when 17 
women, prominent in varied phases 
of feminine activity, met at the Ritz- 
Carleton, New York, at the invita- 
tion of Colgate-Palmolive-Peet to 
pass judgment on the claims for the 
new soap. 

Mrs. James J. Davis, wife of the 
Secretary of Labor, acted as fore- 
woman of the jury, the other mem- 
bers being: 

Miss Gay S. Walton, advertising 
manager of Julius Kayser & Co., 
New York silk goods manufacturers; 
Miss Ethel Barrymore, the actress; 
Miss Elsie De Wolf, the designer; 
Antoinette Donnelly, beauty feature 
writer for the Chicago Tribune; 


————$____—__—_— 


NEW iiOME OF CINCINNATI TIMES-STAR 


The Times-Star will begin work on construction of 
its new plant, to go up at Eighth and Broadway, next 
spring. The paper is 50 years old, strictly speaking, or 


a little less literally, 91. 


Miss Lillian Edgerton, nationally 
recognized authority on _ textiles; 
Mrs. Kellogg Fairbank, Chicago so- 
ciety woman and novelist; 


Jury of Notables 


Mrs. Oliver Harriman, New York 
society woman and civic leader; 
Miss Anne Morgan, prominent in 
philanthropy; Dr. Ellen B. Mc- 
Gowan, head of the Department of 
Household Chemistry, Columbia Uni- 
versity; Mary Roberts Rinehart, the 
writer; Mrs. Franklin Roosevelt, 
wife of the Governor of New York; 
Nellie Tayloe Ross, the only woman 
ever elected Governor of an Ameri- 
can state; 


Mme. Schumann-Heink, the prima 
donna and philanthropist; Mrs. Cecil 
B. DeMille, wife of the motion pic- 
ture director; Mrs. Hancock Ban- 
ning, Los Angeles social leader, and 
Suzanne Pollard, daughter of the 
Governor of Virginia and hostess of 
the executive mansion. 


During the meeting many group 
and individual photographs were 
taken of the distinguished guests, in 
which were also posed laundered 
fabrics, test tubes, microscopes, 
paper, pencils, packages of Palm- 
olive Beads, etc. Two or three pic- 
tures from the collection, together 
with complimentary remarks se- 
lected from the harvest of inter- 
views, are being used in each adver- 
tisement to give variety and news 
character. 


Illustration Omitted , 

The first insertion emphasized the 
news style by a layout that omitted 
an illustration of the product and 
the customary advertising signature. 
Subsequent advertisements in the 
same vein have been more conven- 
tional. 


Interwoven through the text of all 
advertisements, however, is the com- 
plete selling story of the soap. The 
manufacturers claim that it is the 
only fine fabric soap ever to be 
made of olive and palm oils, which 
have hitherto been reserved exclu- 
sively for complexion soaps. 


The copy also pointed out that 
Palmolive Beads dissolve instantly 
and completely, thus avoiding any 
danger of “soap rot” which occurs 
when particles of soap are ironed 
in; that the new soap adds 20 per 
cent to the life of silks because the 
oil base keeps the thread soft and 
elastic, and, finally, that because it 
dissolves instantly, requires but one 
rinsing, can be used in water 20 
degrees cooler than necessitated by 
other soaps and cannot roughen or 
redden hands, it is particularly de- 
sirable for the wash bowl laundry. 

A feature of each advertisement 


is the listing of leading silk manu- 


facturers who have endorsed Palm- 
olive Beads for the safe washing of 
their goods. It is possible that some 
of them may later express their 
approval in other ways, such as by 
including with their goods printed 
instructions for washing with this 
soap. 


Melancon Honored 
Claude Melancon, director of 
French publicity for the Canadian 
National Railways, Montreal, re- 
ceived the palm of an officer of the 
academy at the hands of the French 


consul-general last week. 


S.N.P.A. Studies 
Rate Question 


Chattanooga, Tenn., July 17.— 
Carrying out a resolution adopted 
at the recent convention, calling for 
the appointment of a special com- 
mittee to study the local-national 
rate differential, J. S. Parks, presi- 
dent of the Southern Newspaper 
Publishers’ Association has named a 
body of three. 


It includes Enoch Brown, Jr., 
Memphis Commercial Appeal, chair- 
man; George C. Biggers, Birming- 
ham News and Age-Herald, and 
Herbert Porter, Atlanta Constitu- 
tion. All are advertising managers 
of their papers. 


This committee will hold several 
meetings and prepare a report to 
be submitted to the board of the 
a: BN. F & 


RUPERT] THOMAS 


Is the architect 
a salesman? 


Yes—if you give him the 
sort of facts he wants 
about your product. 


No—if you think your 
consumer advertising writ- 
ten to educate the man on 
the street “covers” him. 


The architect prefers to 
specify products known to 
the layman, provided the 
manufacturer has taken the 
trouble to “sell” him as 
well. 


Rupert Thomas, -Advertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


Wisconsin News. 


No advertising pro- 
gram would be com- 
plete without including 
a strenuous bid for its 
share of this vast mar- 
ket — which can be 
reached only through 
the Wisconsin News. 


_— 
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MILWAUKEE 


For one thing—it’s less than the amount 
spent annually by the readers of the 


To Cover 
Adequately 

the 
Two-Newspaper 
Milwaukee 
Market... 
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HARDWARE MEN 
DISCUSS PRICE 
DIFFERENTIALS 


Chains Given Unearned Dis- 
counts, Claim 


St. Louis, July 17.—-Holding their 
annual meeting here, members of 
the National Retail Hardware Asso- 
ciation turned their guns on the 
manufacturer who gives mail order 
houses and chains price differentials 
not justified by their volume of pur- 
chases. Another complaint was 
against the manufacturer who 
makes special brands for such out- 
lets. 


One of the most severe criticisms 
was that of B. M. Thomas, of 
Creston, Iowa, president of the Iowa 
Retail Hardware Association, who 
said that the independent retailer 
has no quarrel with clean competi- 
tion, but does feel deeply on the 
question of “unfair, illegitimate 
competition sometimes aided and 
abetted by those whom we have 
called our friends, and against 
which the average retailer does not 
have a fighting chance.” 


Asserting that the independent 
retailer has devoted years of effort 
to supporting many nationally- 
advertised lines, only to have the 
mail order houses and chains cash 
in on their work, Mr. Thomas said: 


Getting Jobbers’ Prices 


“It is quite apparent that the 
mail order houses and larger chain 
stores are buying at either jobbers’ 
prices or lower. I grant the manu- 
facturer the right to sell them at a 
lower price on a large order than 
he would my store on a small order. 
I do not grant him the right, how- 
ever, to sell them at a greater dif- 
ferential than the cash saving on 
the larger transaction. 


“Too many manufacturers charge 
the independents with all of the fixed 
overhead of the plant and then use 
the plant and machinery which our 
orders have paid for, to turn out 
merchandise for catalog houses and 
chain stores at a price which covers 
bare pruduction costs, with perhaps 
the addition of a small margin 
which would not begin to pay their 
overhead. 


“Every dollar gained by mail 
order houses and chain stores by 
means of preferential prices is taken 
from the pockets of independent re- 
tailers. Every retailer and whole- 
saler should place his orders only 
with those manufacturers who are 
playing the game fairly.” 


Mr. Thomas said that some chain 
stores have admitted that price is 
their only attraction. Elaborating 
on his indictment against certain 
manufacturers, he continued: 


“One of the best known examples 
is the gun and ammunition situa- 
tion. Apparently the catalog houses 
have had agreements with the man- 
ufacturers and with each other 
which have placed the independent 
at a particular disadvantage. 


“Alibi Manufacturers” 


“The gun factories are probably 
the most perfect alibi manufacturers 
in the world. It is a simple matter 
to trace every gun from the time 
it is made until it reaches the con- 
sumer. If these guns are not being 
undersold by agreement, why do not 
the manufacturers trace the course 
of the product and give the boot- 
leggers the publicity they deserve? 


“Aluminum ware is another case 
of underselling by agreement. On a 
line of aluminum ware we handle, 
we first bought it on a base discount 
which gave us a fair profit. The 
next year a little pressure revealed 
a list of another color which was 
about 5 per cent less. A year later 
we managed to get on a list of 


ADVERTISING AGE 


$100,000 in Cash 
in Dead Letters 
Washington, D. C., July 17. 
—While the 23,562,442 pieces 
of mail which went to the dead 
letter office in 1929 were some- 
what below the usual total, the 
contents averaged up _ well. 
This mail contained $5,000,000 
in checks, $100,000 in cash and 
$20,000 in stamps. 


another color which was about 10 
per cent less than the original list. 


“I do not know whether we have 
reached our limit in buying or not, 
but I do know there are still more 
colors in the rainbow and I believe 
that the manufacturer has lists to 
match. In cheaper grades of alumi- 
num I do not believe that the largest 
chain stores ever know whether they 
are buying at the lowest price or 
not. 


“Some mail order houses and 
chain stores actually tell the manu- 
facturer that unless he sells them 
direct and possibly at preferential 
prices, they will obtain his mer- 
chandise through other channels and 
sell it at prices that will demoralize 
the business. This is not an idle 
threat as you will notice if you 
check the catalogs. Note the prices 
on Atkins and Dissten saws which 
are not sold direct to either catalog 
house. 


Prices in Catalogs 


“Genuine Atkins No. 53 26-in. 
8-pt. hand saw—Dealer’s cost, $2.43; 
Sears, $2.55; Mont., $3.57. 


“Genuine Disston D8 — Dealer’s 
cost, $2.46; Mont., $3.25. 


“It seems clear to me that these 
saw prices are examples of boot- 
legging, cut price bait and punish- 
ment combined. 


“Note the difference in the atti- 
tude of the two houses toward Stan- 
ley, who, I understand, sells Mont- 
gomery Ward, but refuses to sell 
Sears: ‘ 


“Genuine Stanley Bailey Smooth 
Bottom Planes; Smooth Plane No. 
4—Dealer’s cost, $2.80; Sears, $2.90; 
Mont., $3.42; Jack Plane No. 5— 
Dealer’s cost, $3.20; Sears, $3.20; 
Mont., $3.90; Jack Plane No. 5, cor- 
rugated bottom—Dealer’s cost, $3.40; 
sears, $3.45; Mont., $4.10. 


“It is also interesting to compare 
the quotations on tools from two 
manutacturers who, I am informed, 
sell the catalog houses direct. For 
instance, a No. 30a Yankee screw- 
driver costs the dealer $2 and is 
quoted by Ward at $2.39. In the 
same catalog we find a Goodell-Pratt 
No. 185 punch which costs us $1.25, 
quoted at $1.80, which allows the 
dealer a satisfactory margin. 


“IT do not think either of these 
tools should be in the catalogs, but 
there must be a difference in the 
attitude of the manufacturer when 
one item listed shows the hardware 
retailer a profit and the other one 
does not. 


“It seems to me that the manu- 
facturer who refused to sell his 
merchandise under these conditions 
has a just recourse under the law if 
the catalog houses obtain them indi- 
rectly and sell them for the express 
purpose of punishment as seems to 
be the case in several instances. 


Significance of Trade-Mark 


“Every manufacturer must pro- 
tect his trade-mark. The manufac- 
turer must not forget that his trade- 
mark, however well known, is of 
doubtful value to the retailer unless 
it is also a symbol of a fair profit 
which is protected to its fullest 
extent by the parent company. 


“Another serious problem is the 
so-called special brands, the first 
of which we will consider under the 
heading of: Identical with, but 
lower priced than advertised brands. 


“One good example is sporting 
goods. Some of the largest manu- 
facturers sell us their regular lines 
under their own trade-mark and 
then sell exactly the same articles 
under special brands to the catalog 
houses and chain stores, at prices 


——— 
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FARM PAPER LINEAGE FOR FIRST 6 MONTHS 


1930 1929 

1. Wallaces Farmer and Iowa Homestead...................... 360,872 275,243 
2. Country Gentleman ....... 344,444 374,811 
3. The Farmer and Farm Stock & Home............................ 319,505 317,108 
4. Nebraska Farmer ...... 294,916 339,559 
5. Wisconsin Agriculturist and Farmer 282,849 207,240 
6. Prairie Farmer ............. 265,732 287,049 
7. Pennsylvania Farmer 240,996 257,237 
8. Kansas Farmer & Mail and Breeze................................. 240,367 280,446 
I ceueniniiiaiaiis 234,176 264,460 
10. Dakota Farmer .——............... 222,792 251,880 
11. Rural New Yorker 222,225 258,867 
I I, TO se tinnsemnesboeeoni 216,840 242,646 
13. Weekly Kansas City Stav..... 202,743 215,711 
14. Progressive Farmer (Car. Va.) 197,226 220,702 
EE eee 192,936 180,177 
16. Indiana Farmers Guide... ccccccccsceesneneee 189,815 207,160 
A EE eee 189,736 237,512 
18. Progressive Farmer (Ga. Ala.) 188,590 198,103 
19. New England Homestead............. 185,227 220,506 
20. Oklahoma Farmer-Stockman ...... 184,145 201,447 
21. Progressive Farmer (Miss.)....... 181,919 190,498 
22. American Agriculturist 179,650 181,964 
23. Progressive Farmer (Texas) 166,504 188,678 
24. Progressive Farmer ( Kentucky’) ....0.0000.0.00.ccccccssssssessnn 163,480 183,731 
25. Washington Farmer ...... 162,184 166,601 
26. Missouri Ruralist ............. ee . 156,252 197,007 
27. Capper’s Farmer ...... 154,933 159,513 
7. Gene eee? es, Ba ac ae 152,228 159,892 
Oe a 171,987 
30. Successful Farming .. 145,192 146,065 
RE 158,762 
82. Southern Agriculturist 2.00.00 ccceccscesseseesmeneee 121,941 130,895 
33. Breeder’s Gazette ............ 137,941 
34. Southern Planter ...... 115,690 
35. Utah Farmer .............. 82,063 
36. Western Farm Life... 118,636 
a 122,822 
38. Farm Journal 109,181 
39. Illinois Farmer a 129,186 
40. Florida Grower .................. f 81,982 
ee 99,246 
42. American Fruit Grower 56,382 52,753 
43. Dairyman’s League News 55,258 50,920 
44. Bureau Farmer 40,293 39,475 
45. Capper’s Weekly ..................... 40,288 85,740 
46. Missouri Farmer 39,116 49,441 
47. Farm Mechanics 32,634 42,881 
48. Iowa Farmer and Corn Belt Farmerv........................... 28,743 25,416 
49. American POPMING ~— once. 98,676 41,026 
50. Pacific Homestead 0.00.00 cn 12,340 14,499 


(Authority: Advertising Record Co.) 


which run from 10 to 20 per cent 
lower than prices charged to the 
largest hardware wholesalers or re- 
tailers.” 


Mr. Thomas criticised some of the 
advertising done by the chains and 
mail order houses. He gave the fol- 
lowing comparison of prices used by 
Montgomery Ward & Co. during a 


seven-day sale in four Kansas 
towns: 

a=] = > 

s 2) 2 
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g 8s © be 

; i a 

Gillette oO ff fen Q 

blades _......... $ .61 $ .59 $ .78 
Coaster 

wagon ............ 5.69 5.389 3.69 

Tire tester...... 69 94 1.00 .69 


Wrench set... 5.25 7.25 4.25 2.69 

The speaker asserted that the 
manufacturer is the key to the whole 
situation and that when he places 
the retailer on a price basis equal 
to his competitors, the independent 
will return to his own. 


Gift for Miss Keil 


Miss Anne P. Keil, former secre- 
tary of the Advertising Club of 
Portland, Ore., was presented with a 
wedding gift in the form of a silver 
servfce at a recent meeting. 

The club also presented a silver 
life membership card to retiring 
president James A. Ormandy. 


To Sell “Who’s Who” 


Albert Neave has been appointed 
sales manager for “Who’s Who in 
Advertising,” to be published by 
Harper & Brothers. Mr. Neave has 
also become an account executive 
with Rogers, Hinman & Thalen, Inc. 
John L. Rogers, of this agency, is 
editor of the new book. 


Expert with McCandlish 


L. A. Wegenaar, who has been 
identified with lithograph produc- 
tion and sales in the East for many 
years, has joined the sales staff of 
the McCandlish Lithograph Corp., 
Philadelphia, and will work from 
the home office. 


Gets Clock Account 
The Western Clock Co., La Salle, 
Ill., has appointed Batten, Barton, 
Durstine & Osborn, New York 
agency, to direct its advertising. 


Agency Has Picnic 
Five hundred employes of the 
Campbell-Ewald Co., Detroit agency, 
were guests of the company at Bob- 
Lo July 7, 


Stein Promotes 


Garter Clubs 


A. Stein & Co., garter manufac- 
turers of Chicago, are suggesting 
the formation of Garter Clubs to 
their retailers. Thus far, over 
2,000,000 circulars inviting men to 
join these organizations have been 
mailed out by 400 merchants, includ- 
ing Marshall Field & Co., Chicago; 
J. L. Hudson, Detroit, and Roos 
Bros., San Francisco. The Chicago 
house alone mailed out 73,000 invi- 
tations. 

Joseph M. Kraus, advertising 
manager of A. Stein & Co., said that 
the promotion piece enabled the 
dealer to accomplish two things: 

“First, to secure enrollments in the 
club and thereby assure each dealer 
a definite garter business which au- 
tomatically would continue for years 
to come and, second, to suggest in 
the typography, color printing, phys- 
ical character and copy motif of the 
announcement, the spirit of service 
on the part of the merchant and re- 
flect his quality ideals in an attempt 
to sustain and augment good will.” 


O. K. “Scrap of Paper” 


That a contract for services of 
an advertising agency is valid even 
though scribbled on a scrap of 
paper was the ruling of the district 
court of East Orange, N. J. The 
suit, caused by a change of agencies, 
involved a memorandum which was 
initialed by the former president of 
the client. 


Russian Lumber Released 
Shipments of lumber, held by cus- 
toms authorities on suspicion that 
the lumber was produced wholly or 
in part by Russian convict labor, 
were ordered released July 8 by the 
Department of the Treasury. 


Deliver Papers by Plane 

The Montreal Gazette has insti- 
tuted airplane delivery service to 
Lucerne-in-Quebec, the contract call- 
ing for delivery not later than 8 
o’clock every morning. 


Joins Chicago Agency 

Rexford Bellamy, one of the 
founders of the Bellamy-Neff Com- 
pany, has joined the staff of Van- 
derhoof & Co., Chicago. 


Sugar Campaign 
Creates a'\New 
Tide of Opinion 


New York, July 17—After 18 
months of advertising, the Sugar 
Institute, Inc., representing a group 
of industries with annual sales of 
10 billion dollars, feels that a sane 
attitude toward sugar has been ere. 
ated, particularly in the minds of 
the women of the country. 

Before the campaign started, the 
sugar industry was suffering from 
misleading publicity which was 
sweeping the country, and the great 
industries which depend upon sugar 
in the production of their products 
were feeling the effects of the grow. 
ing prejudice, according to Fred G, 
Taylor, executive vice-secretary of 
the Sugar Institute. 

“The advertising employed by the 
Sugar Institute was of a quiet, per- 
suasive nature, stating the truth 
from start to finish about sweets,” 
he said. “As a result, attacks on 
sugar diminished in numbers and 
force. Combatants began to give 
sugar. its rightful place in the diet, 
Today, instead of merely having 
subdued a hostile force, the Sugar 
Institute haS enlightened the public 
and converted many opponents to 
the proper use of sugar.” 

The 1930 campaign, run over the 
signature of the Sugar Institute, is 
benefiting many allied lines, includ- 
ing products of the baker, confec- 
tioner, canner, ice cream manufac- 
turers, and others. 

William H. Page, of N. W. Ayer 
& Son, Philadelphia, discussed the 
advertising as follows: 

“The Institute’s schedule includes 
over 500 newspapers and magazines, 
Advertising is directed at both the 
general public and those whose in- 
terests and professions are closely 
bound up with the question of health 
and diet. Among magazines on the 
list are those edited for the parents 
of small and adolescent children, for 
dietitians, and physicians. 

Employs Editorial Style 

“The editorial style has been used 
in a considerable preportion of the 
advertisements, both because of its 
adaptability to the Institute’s mes- 
sage and because of its effectiveness, 
as shown by experience. The news 
columns of innumerable publications 
bear testimony to the fact that 
health has an interest for millions. 
Since health and diet are intimately 
related, and since sugar can play 
an important part in the mainte- 
nance of a proper diet, it was log- 
ical to believe that the relationship 
of sugar to health, through diet, 
provided material for copy with a 
genuine news interest. 

“The news heads carried by the 
editorial type of advertisement are 
designed to attract the same degree 
of reader attention as the stories for 
whose sake the paper is _ bought. 
The news style in the body of the 
message enables the Institute to tell 
its story in a concise, matter-of-fact 
manner. It also makes it possible to 
tell a complete story in much smaller 
space than otherwise.” 

Mr. Page said that the campaign 
was based largely on a country-wide 
investigation of consumer attitude. 
A similar investigation, made a year 
later, showed a marked increase in 
appreciation of the importance of 
sugar in the diet of both children 
and adults. 


McGraw-Hill Company 


Takes 21-Year Lease 
The McGraw-Hill Publishing Com- 
pany has taken a 21-year lease on 
about 400,000 square feet of the 26- 
story structure to be erected at 326 
west 42nd street, New York. The 
building will bear the company’s 
name. Col. W. A. Starrett is presl- 
dent of the building company. 


Millsco in Chicago 
The Millseco Agency, New York, 
will open a Chicago office in charge 
of L. D. Schnabel, who has been 
with Dun’s International Review. 


Kerr-McCarthy Move 
The Kerr-McCarthy Advertisin 
Service, Inc., New York, has mov 
from 551 Fifth avenue to 10 East 
40th street. 
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GOODRICH TAKES 
BROAD VIEW OF 
RESPONSIBILITY 


Unusual Service Given by Its 
Dealers 


New York, July 17.—The expert 
service that intensive training has 
qualified Goodrich dealers through- 
out the country to offer, is the key- 
note of an advertising campaign 
directed to business executives, pur- 
chasing agents and fleet owners by 
the B. F. Goodrich Rubber Company 
of Akron, O. 


Full pages are being used monthly 
in The Business Week, Time, and 
Power Wagon, stressing the impor- 
tance of regular motor truck inspec- 
tion as a means of increasing tire 
mileage. Goodrich dealers make this 
inspection without extra cost for all 
fleet owners using this company’s 
tires; when the examination de- 
velops that the truck requires serv- 
ice this also is furnished free of cost 
unless it is of a major nature. 


In each advertisement of the series 
now being published one or more 
features of this service—which is 
known as Standardized Goodrich 
Truck Tire Service—are described, 
with a detailed account showing just 
why this particular service is essen- 
tial to prolonging the life of the 
tires. Photographs of mechanics at 
work on motor trucks are effectively 
used to illustrate the different types 
of service. 


The training of Goodrich dealers 
and their mechanics to qualify them 
as tire service experts is stressed 
in the campaign. 


The Service Clinics 


For several years the company has 
conducted service clinics at frequent 
intervals at the plant in Akron. 
Those attending are given an inten- 
sive course of training under the 
direction of automotive engineers. 
This training is by no means con- 
fined to tire servicing alone, but 
takes in practically all phases of 
motor car and truck operation, 
especially in respect to the part that 
each separate unit of the car may 
play in prolonging the life of the 
tires. 

Thus when a Goodrich dealer or 
one of his mechanics inspects a truck 
he is qualified by this training to 
make a thorough job of it, for he 
has learned that there are a good 
many things about a motor car that 
may affect the life of the tires, such 
as faulty brakes, any slight mis- 
alignment of the wheels, a poorly 
installed bumper or faulty steering 
apparatus. 


In addition to training dealers 
and their mechanics in the factory 
at Akron the company also publishes 
at frequent intervals technical serv- 
ice bulletins. 


Training at Home 


Still a third method for training 
dealers is employed. At each of the 
Goodrich branches, which are located 
in practically all large cities 
throughout the United States, an 
expert automobile engineer is avail- 
able who, on request, will visit the 
service stations of dealers anywhere 
in his territory. Here he instructs 
mechanics in much the same manner 
as at the Akron clinics. 


Because of this training, and the 
fact that the company brings home 
to prospective fleet owner buyers in 
its advertising that service after the 
sale is considered as important as 
making the sale itself, the company 
Is enjoying growing popularity 
among fleet owners. 

In a broadside recently sent to all 
Goodrich dealers the new advertis- 
Ing campaign was described, and 
suggestions offered as to how the 
dealers could “cash in” on it by 
making a concerted effort to sell the 


PACIFIC COAST BOSS 


Herman A. Nater 


Mr. Nater, who is vice-president 
of the Bank of Italy, Los Angeles, 
was elected president of the Pacific 
Advertising Clubs Association at 
its Spokane meeting. Before going 
West, he was an operating manager 
with Sears, Roebuck & Co., Chi- 
cago. 

Mr. Nater is renowned as a 
speaker, having won two of the 
three-minute contests which are so 
favored on the Coast. 


Issue Second Survey 


of Country Weeklies 


The Second National Survey of 
the Weekly Newspaper Industry of 
the United States has been issued 
from the offices of the National Edi- 
torial Association, Northfield, Minn. 
Advertisers may secure copies from 
Herman Roe, field director, at that 
address. 


Advertising Bus Terminal 

The Scarr Transportation Service 
has appointed James F. Newcomb & 
Co., New York, to handle the adver- 
tising of the Central Union Bus 
Terminal in the Dixie Hotel at 
Times Square, New York, and for 
the Philadelphia terminal. News- 
papers and direct advertising will 
be used. 


To Spend $125,000 on 


Candy Advertisinz 
The Nunnally Company, of At- 
lanta, will spend $125,000 featuring 
“The Candy of the South” during 
the last half of the year. The ac- 
count, handled by Gottschaldt-Hum- 
phrey, Inc., of Atlanta, will use 
newspapers, radio and an intensive 
dealer tie-up. 


Gamble Is Back 


Frederic R. Gamble, executive sec- 
retary of the American Association 
of Advertising Agencies, is back in 
New York after a trip to England, 
where he received a degree at Ox- 
ford University and serious injuries 
in a taxicab accident. He will not 
resume active work for some time. 


Howland, Editor, Dead 


Richard Smith Howland, for many 
years editor of the Providence 
Journal and Providence Evening 
Bulletin, died at Milledgeville, Ga., 
last week at the age of 83. Mr. 
Howland went to Venezuela twice 
and Cuba once on first-hand investi- 
gations for his papers. 


Hobbie Transferred 


The Busby Poster Advertising 
Service has transferred C. H. Hobbie 
from Marshalltown to Waterloo, 
Iowa, where he will serve as na- 
tional outlet man, contacting local 
representatives of national adver- 
tisers. 


Get Talon Account 

The Hookless Fastener Co., Mead- 
ville, Pa., manufacturer of Talon 
slide fasteners, has placed its ac- 
count with Dorrance, Sullivan & 
Co., New York, who will continue 
the use of magazines, newspapers 
and business papers. 


dealers are tying up with the na- 
tional campaign in their local news- 
papers. 

Goodrich advertising is handled 
by the J. Walter Thompson Com- 
pany, New York agency, with W. G. 
Palmer the account executive in 


fleet owner trade. Many of the 


charge. 


Some Reasons 


Why Public Is 
Well Aetna-Ized 


Hartford, Conn., July 17.—Cement 
companies have heretofore been 
credited with providing their dealers 
with the largest variety of dealer 
helps, but the Aetna Life Insurance 
Company and affiliated organizations 
are ready to offer a serious contest 
on this score. 


Stanley F. Withe, manager of the 
publicity department, said _ that 
Aetna “has dared to be different” 
both in its current advertising and 
in the tie-ups provided agents 
throughout the country. 


Aetna claims to be the first insur- 
ance company to use animated car- 
toon talkies. Because of their enter- 
tainment value, agents have had 
comparatively little trouble in secur- 
ing their exhibition in theaters, par- 
ticularly the neighborhood houses. 


The company’s magazine adver- 
tising is running in the American 
Magazine, The Business Week, Col- 
lier’s, Fortune, Judge, Life, The 
Literary Digest, Nation’s Business, 
Review of Reviews, The Saturday 


Here’s Gas Station 


for Cigar Lighters 
A Chicago company has 
completed local distribution for 
a device to vend a fluid for 
automatic cigar lighters, and 
will expand as rapidly as pos- 
sible. 
One cent in the slot gives 
the customer a full dram of 
juice for his lighter. 


Evening Post and World’s Work. 


Helps in Abundance 


Here is some of the material with 
which the local agents may identify 
themselves with this advertising: 
transfer signs of various kinds and 
sizes, in four colors; metal signs for 
display on exteriors of offices; the 
Aetna Neo-Globe sign for display in 
windows, on counters, over transoms, 
ete.; mats and electros of the maga- 
zine copy for use in local news- 
papers; 


Mats of cartoon advertisements 
for newspapers; the same cartoons 
on blotters and post cards; a four- 
page monthly magazine, “The Safer 
Way,” imprinted with the agent’s 
name, with calendar-blotters and 
envelopes for mailing; sales folders 
for envelope enclosures, to leave 
with prospects, to use with special 


sales letters and to hand out at the 
office; form letters; giant poster 
tie-ups with the magazine copy; 
drum covers for tires; 


Four posters monthly for display 
in office windows, cigar stands, news- 
dealers, etc.; display fixtures for 
posters; display racks for the sales 
promotion literature for the agent’s 
own office; monthly window displays 
for dealers having ground floor 
offices; display material for booths 
at fairs, etc.; thermometers im- 
printed with the agent’s name; 


A radio log imprinted with the 
agent’s name; the Aetna first aid 
kit, also imprinted; the Aetna clip- 
per rule, carrying the agent’s name, 
address and telephone number; an 
automatic cigar lighter, also im- 
printed; leather memorandum books, 
with removable fillers; books of 
matches, imprinted; the Aetna Tee- 
Toter, a packet of three tees for 
golfers; a paperweight mirror, im- 
printed; a celluloid ruler, also 
imprinted; art calendars, carrying 
the agent’s name; and Aetna trade- 
mark cuts. 


Most of this material is sold to 
agents at cost. Some of it is free. 


Bradley Appoints Ayer 

The Bradley Knitting Mills, Dela- 
van, Wis., have placed their adver- 
tising account with N. W. Ayer & 
Son, Philadelphia. 


reputation and 
good-will. 


WHAT DO YOU 


HE THINKS ? 


aS he looks 
at your Envelope. 


S 


THINK 


Your prospects and customers everywhere subconsciously judge you by the 
character of your mail matter. The most eloquent letter or piece of adver- 
tising cannot wipe out the unfavorable impression created if your envelopes 
are not right. It’s so easy and so economical to have them right if you plan 
and buy them as you buy your other advertising material. 


Don’t make the mistake of putting Price on a pedestal and forgetting all 
about Presentation and Performance. 


A good envelope of proper grade and weight of stock carrying an attractive 
display advertisement appropriate to your business, is one of the 

best and certainly one of the most inexpensive forms of pub- 

licity you can use. It not only safely convoys its 
contents to destination, but it carries with it 
a quickly grasped message of sound- 

ness and success—it builds 


are just Good Business 


BUREAU OF ENVELOPE MANUFACTURERS OF AMERICA --- 19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 


TRY THIS! take your colored pencils and rough 
in some color in the above envelope design. 
See how effectively you can make your 
envelopes a dominating advertising medium. 
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INQUIRIES CUT, $2.80 to 42c! 


Experience of medical supply house that 
may apply to your business. One of one hun- 
red ideas in every issue of the Selling Aid 
Digest—indexing the meat of articles in busi- 
ness magazines, for you in fifteen minutes 
reading. Write for details. 


FLINT McNAUGHTON 
78 E. Madison Street CHICAGO 


THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individual 

Letters 


Telephone Wab. 8655-8656 
440 Se. Dearborn 8t., Chicago, Il. 


by using Direct Mail— 
OF SELLING [orent Post Ans, 
Folders, Blotters, Booklets, Cataloes. ete., ete. 
and TheMailbag—mont magazine— 
published continuously since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. fo of sound 
business ideas, information and facts. $2. a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


5O, 
SUBSCRIBERS 
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READERS 


sell 


ADVERTISING AGE 


COURT REBUKES 
COMMISSION IN 
MARMOLA CASE 


Describes Machinery for Cen- 
sorship 


Cincinnati, July 17.—The decision 
of the United States Circuit Court of 
Appeals, Sixth Circuit, in favor of 
the Raladam Company, manufac- 
turer of Marmola, and reversing the 
Federal Trade Commission, was full 
of gentle irony, as well as some not 
so considerate. The Court com- 
mented on the activities, not only 
of the Federal Trade Commission, 
but the Better Business Bureaus of 
the country and the American Medi- 
cal Association. 

The preamble to the decision re- 
marked: 

“The so-called patent medicine 
habit has a traditional hold upon 
masses of the American people. 
The medical profession has always 
contended that auto-diagnosis, drug 
store purchases and self-medication 
are dangerous to the public health 
and ought to be suppressed or 
minimized. 

“The evil, at least in some degree, 
is not to be denied; but how it should 
be stopped has been considered an 
insoluble problem. The type of ad- 
vertising which has long been custo- 
mary for the commercial promotion 
of these remedies is to be con- 
demned by the Federal Trade Com- 
mission; and thereupon, the appro- 
priate United States Court of 
Appeals is to stop it by injunction.” 

Analyzing the testimony heard by 
the Federal Trade Commission, the 
Court continued: 

A. M. A. Campaign 

“This particular case relates to 
medicine advertising, and of a class 
doubtless disapproved by the ‘best 
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Merrill Hutchinson 


Hutchinson who has been 


Mr. 
chief account executive of the 
Dollenmayer Advertising Agency, 
Minneapolis, has become president, 
succeeding Albert Dollenmayer, 
now chairman of the board. 

H. K. Painter, account executive, 
and John M. Bridgé, copy chief, 
have been made vice-presidents and 
J. V. Pidgeon, in charge of field 
service, secretary. 


people,——who can afford to employ 
good doctors; but that disapproval 
cannot create jurisdiction. The rec- 
ord here shows, without dispute or 
by implication which would hardly 
be denied, that the American Medi- 
cal Association is engaged in a cam- 
paign against those proprietary 
remedies which it believes ought to 
be used by the public either not at 
all or only under supervision. 

“It has a Bureau for that and 
other purposes, and the Bureau 
employs a director. When it is 
thought that a particular advertise- 
ment should be stopped, this direc- 
tor takes the matter up with the 
Commission and with the association 
of ‘Better Business Bureaus,’ which 
are scattered over the country. 
Thereupon, the Commission, if it 
approves, files a complaint and 
eventually, if it is convinced of the 
truth of its complaint, makes the 
order to desist and refrain. 

“The Better Business Bureaus ex- 
plain to their local newspapers and 
to the general periodicals, that it 
would be wise to refuse this adver- 
tising. The Chairman of the Com- 
mission, in public addresses, and in 
correspondence, advises the news- 
papers that they will be subject to 
prosecution by the Commission as 
defendants, to be joined with the 
advertisers, if they do not desist 
from such publications; and the 
newspapers may suspect that if they 
do not comply with the advice of the 
Better Business Bureaus, their gen- 
eral advertising patronage from the 
membership of these bureaus will 
fall off. 

“It appears that these methods of 
influence, carried on in this case 
before this cross suit for enforce- 
ment was commenced and while it 
has been pending, have destroyed a 
large part of petitioner’s business 
through refusals to accept this ad- 
vertisement, and only the injunction 
of this court is needed to make the 
elimination complete. 


No Sumptuary Tribunal 

“‘We have no occasion to deny, nor 
reason to doubt, that this elimina- 
tion would tend to the public good; 
but we cannot think that Congress 
had any conception that it was 
creating a tribunal for that kind of 
action. Its failure for many sessions 
to pass a proposed ‘pure fabric’ law, 
and others of similar character, is 
familiar; but if the Commission’s 
view of its jurisdiction is right, 
these laws are unnecessary. 

“When we search this record to 
find the legitimate activities which 
are to be protected against this un- 
fair competition, we observe only 
two such possible beneficiaries. One 
is the medical profession. It cannot 
be seriously contended that the Act 
was intended to protect any profes- 
sion against encroachment,—the aid 
of the Commission might be as logi- 
cally given to physicians and 


Are Returned 


Washington, D. C., July 17—Re- 
turns and allowances in retail stores 
throughout the country are esti- 
mated at three billion dollars by the 
Department of Commerce, following 
its survey of retail credit. 

It was stated that returns and al- 
lowances for the year surveyed, as 
reported by retail stores, repre- 
sented between 7 and §& per cent of 
all retail sales. Taking an estimate 
of $40,000,000,000 as the total vol- 
ume of retail trade for the year, re- 
turns and allowances amounted to 
approximately $3,000,000,000, if it 
is assumed that the ratios reported 
in different lines represented a fair 
sample of the country as a whole, it 
was pointed out. 

Instalment credit sales show the 
highest average ratio, returns and 
allowances being 12 per cent of the 
total value of sales made on this 
basis. An average of 9.9 per cent 
of the open credit sales and 5.2 per 
cent of cash sales were accounted 
for by returns and allowances. 

Fur goods stores, it was said, had 
the highest ratio of returns on cash 
sales, 16 per cent; department stores 
ranked next with 5.9 per cent; elec- 
trical appliances had 5.8 per cent; 
and drug and optical goods stores 
had the lowest, 0.7 per cent. 

On open-credit sales, the ratio of 
returns and allowances was highest 
for musical instruments, 22.9 per 
cent; followed by boots and shoes, 
21.3 per cent; and optical goods, 
14.8 per cent; and lowest for coal 
and wood dealers, 0.8 per cent; and 
grocery stores, 1.3 per cent. 

Musical instrument stores led also 
in returns and allowances on instal- 
ment-credit sales, 15.4 per cent; fol- 
lowed by furniture stores, 13.7 per 
cent; and department stores, 13.1 
per cent. Lowest percentages of re- 
turns and allowances on instalment 
sales were reported by hardware 
stores, 3.5 per cent; automobile deal- 
ers, 4.2 per cent; and automobile- 
accessory stores, 5.1 per cent. 


Set October 7 for 
Packers’ Petition 


The Supreme Court of the Dis- 
trict of Columbia has set October 7 
for a hearing on the modification of 
the packers’ consent decree, prohib- 
iting the packers from handling 
other than meats. 


New Bank Has Agency 


The Capital Bank, recently organ- 
ized in Cleveland, has placed its ad- 
vertising with Byerly-Humphrey & 
Prentke, Inc., of that city, who will 
use newspapers and direct mail. 


Joins Millsco Agency 


Following a _ trip around the 
world, Eugene W. Conant has joined 
the Millsco Agency, New York, as 
director of research. 


surgeons as against chiropractors, 
or to lawyers against incompetent 
will-draftsmen. 

“The other possible beneficiary is 
found in the list which the Ameri- 
can Medical Association Bureau has 
made up, comprising a number of 
other commercially exploited rem- 
edies for obesity, which have been 
advertised or found in the drug 
stores within recent years. Some of 
them are perhaps still being sold in 
substantial quantities, though that 
is left very vague. 


“It is fairly to be inferred, not 
only that these are on the same 
index expurgatorius as Marmola, but 
that they are relatively disreputable. 
Again, it cannot be seriously con- 
tended that the machinery of the 
Commission was intended to give 
governmental aid to the protection 
of this kind of trade and commerce. 


“We conclude therefore that the 
record does not show any basis for 
the action of the Commission. The 
prayer of the petition will be 
granted and that of the cross bill 
denied.” 


NOT AVAILABLE 


Washington, D. C., July 17—Fo. 
lowing the same reasoning that jt 
applied in an effort of Tillman & 
Bendel, Inc., to register the name 
for coffee, the Commissioner of Pat. 
ents reversed the Examiner of 
Interferences, ruling that registra. 
tion of Del Monte for pie, cake and 
ice-cream cones is inadmissible, 

The opposer was the California 
Packing Corporation, while the 
American Cone & Pretzel Company 
sought registration of the trade. 
mark. 

The only question involved was 
whether the goods involved possessed 
the same descriptive qualities. The 


Commissioner found that the Cali. 


fornia Packing Corporation had 
applied the Del Monte trade-mark 
to 150 products in the food field, 
He held that a purchaser, seeing the 
mark applied to lines of both com. 
panies, would be led to believe all 
were of the same origin. 


The Commissioner confirmed the 
Examiner of Interference in_hold- 
ing that the pictorial representation 
of the front end of an automobile, 
surrounded by a hexagonal border 
line, is not registrable. The appli- 
cant was the Pierce-Arrow Motor 
Car Company, which disclaimed 
exclusive title to either the hexag- 
onal figure or the representation of 
the car by themselves, but held the 
combination to be a composite. 


The Commissioner said that “tri- 
angles, circles, diamonds, etc., are 
so frequently adopted as borders for 
marks, signs and trade names that 
the Examiner was right in holding 
the adoption or addition of the 
hexagon to the unregistrable picture 
of an automotive part so unimpor- 
tant that the mark as a composite 
is merely descriptive and its regis- 
tration is barred by statute.” 


“Rip-No-Mor” Barred 

Somewhat the same logic pre- 
vailed when the Commissioner re- 
fused registration to “Rip-No-Mor” 
as a_ trade-mark for children’s 
bloomers by Rosenau Brothers, Ine. 
Not only was this trade-mark re- 
garded as merely descriptive, but it 
was held too similar to the regis- 
tered mark, “No-Rip,’”’ used on the 
same class of goods. 


Thomas Kerfoot & Co. carried 
their application for registration of 
“Vapex” to the Commissioner of 
Patents, after the Examiner of In- 
terferences had dismissed the case 
because of the ownership of “Vapo- 
rub” by the Vick Chemical Com- 
pany. The Examiner was confirmed 
by the higher tribunal. 


The opposer contended that con- 
fusion is not only likely, but that it 
has actually taken place. 

A trade-mark for bread was 
denied registration, the applicant 
being a foreign association. The 
mark was held by the Commissioner 
of Patents not to be a trade-mark, 
under American laws, even though 
it has been registered in other coun- 
tries. The association, it was found, 
does no business as such, but author- 
izes members to use the mark. 


The Commissioner suggested that 
the mark might be registrable if 
legislation pending in Congress, for 
reciprocity between countries, is 
passed. 


Railroad Has Agency 


The Norfolk and Western Rail- 
way Company has appointed the 
Kerr-McCarthy Advertising Service, 
New York, to handle its account. 
Newspapers and business papers 
will be used. 


Start Hartford Agency 


Irving L. Kaufman and David B. 
Katzman have formed the Kaufman 
Sales, Advertising and Distribution 
Agency in Hartford, Conn. 


Leaves Sikorsky 
Miss Novetah Holmes, a licensed 
pilot in charge of publicity for the 
Sikorsky Aviation Corp., Bridge 
port, Conn., has resigned. 
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o the Pudding 
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The William Wrigley, Jr., Com- 

ny maintained during the second 
quarter of the year the rapid pace 
set in the first three months. The 
net profit for the first half of the 
year totaled $5,657,881, after all 
charges, including federal taxes. 
The net income for the six months 
js considerably in advance of 1929. 
Net per share, however, was slightly 
Jess, more shares being outstanding. 

* * * 


The Colgate-Palmolive-Peet Com- 
pany created a sensation by an- 
nouncing improved net profit for 
1930, although sales were slightly 
less than for the corresponding 
period of last year. Net earnings 
for the first six months of the year 
aggregated $3,760,625. 

President C. F. Pearce said that 
the company has benefited to some 
extent from lower commodity prices 
on the one hand, and economies in 
operation on the other. Selling and 
office expenses were reduced and 
additional savings were effected by 
further assimilation of the several 
divisions. Foreign business has been 
especially satisfactory. 

* * * 


Canada Dry Ginger Ale, Inc., par- 
ticipated in the prosperity which has 
been enjoyed by the soft drink in- 
dustry, increasing net profit from 
$859,784 for the second quarter of 
1929 to $1,170,365 for 1930. Earn- 
ings for the first nine months of its 
fiscal year now amount to $4.64 a 
share, as compared with $2.71 a 
year ago. 

* * * 

While the Kellogg Company has 
not yet issued its semi-annual state- 
ment, W. K. Kellogg, chairman of 
the board, took the time to deny that 
the company is contemplating a 
merger. “The Kellogg Company is 
not now and never has been for 
sale,” he asserted. 

* * ak 


A considerable reduction in net 
income is shown by the Gillette 
Safety Razor Company for the first 
half of the year. The 1930 figure is 
$4,806,370, compared with $8,407,518 
for 1929. A considerable improve- 
ment was effected during the second 
quarter of the year, however. 

ok * * 


Henry Ford will shortly begin the 
manufacture of his car in Italy, with 
the aid of Jsotta Fraschini and Banca 
Commerciale Italiana. Italian in- 
terests are said to hold a_ stock 
majority in the new company. About 
70 per cent of the manufacturing 
will be done in Italy, the remaining 
parts being imported from Detroit 
and England. The beginning of pro- 
duction is expected to precipitate a 
fight with Fiat, which has enjoyed a 
practical monopoly in the low price 
market. 

ok * * 

While sales of the General Elec- 
tric Company exceeded those for the 
first half of 1929 by about $3,000,000, 
net profit available for dividends is 
slightly less than a year ago. The 
company’s sales for 1930 were $197,- 
229,346. Profit available for divi- 
dends on common stock was $29,- 
273,276. 

* * * 

A decline of less than $5,000 in 
net profit summarizes the first half 
year for the Lehn & Fink Products 
Company, in comparison with 1929. 
The current net is $918,383, against 
$923,116 a year ago. As a result, 
the 1930 earnings on common stock 
will be but $2.19 a share, while 
Owners got $2.20 a year ago. 


Feminine Agent Expands 

Tommie Caruthers, who has oper- 
ated an advertising agency in Los 
Angeles for nine years, has taken 
over the Betty T. Harrison agency, 
of that city. 


Change Financial Rate 


The Minneapolis Journal has 
dropped its special Sunday financial 
rate, and now charges the same rate 
as for general advertising. 


N.B.C. prerwen 
Group Contracts 
for Radio Time 


New York, July 17.—Abolition of 
group contiacts for daytime periods 
effective January 1, 1931, has beer 
announced by the National Broad 
casting Company on the groun 
that this discriminates against ad 
vertisers buying their time direct 
The new policy will affect a number 
of advertising agencies specializing 
in radio. 

“During the past few years,” ex- 
plained the company’s announce- 
ment, “several contracts have been 
negotiated on the group plan with. 
advertising agencies equipped with 
radio departments. These grouy 
contracts have made available tc 
them the same contract discount as 
would have been earned by a single 
advertiser contracting for the same 
total number of periods during any 
one year. 

“In many instances the group dis- 
count earned by the agency, being 
passed on to the clients contributing 
to the group program, made it pos- 
sible for an advertiser to contract 
for a limited number of periods over 
our facilities more cheaply if he 
placed his business through the 
agency having a group contract, 
than if he placed an order for the 
same amount of time through his 
own advertising agency, who did 
not hold such a group contract. This 
practice made it impossible for an 
agency not having a group contract 
for time to compete on an equal 
basis. 

“This condition has caused many 
vigorous complaints to be lodged 
with us by advertising agencies who 
have called attention to the fact that 
contracting for time on this group 
basis is at variance with accepted 
advertising practice. 

“In view of this situation, and in 
accordance with conversations which 
have been held with agencies hold- 
ing contracts for daytime periods 
under the group plan, it has been 
decided to discontinue this practice. 

“On and after January 1, 1931, 
all contracts for daytime periods 
will be written only upon a basis 
where accrued contract discounts, if 
any, shall be granted only as earned 
by the individual sponsors, in accord- 
ance with the terms and conditions 
included on our rate card. Existing 
group contracts which expire prior 
to December 31, 1930, will be re- 
newed on the present group basis 
only if terminating on or before 
that date.” 


“Radio Open Time 
Service” Is Started 


The first issue of Radio Open Time 
Service, Chicago, will appear Au- 
gust 1. It is intended to give ad- 
vertisers and agencies information 
as to available open time on radio 
broadcasting stations for spot broad- 
casting. The Bartnett Publishing 
Company is the publisher. It is 
stated that 225 stations have sup- 
plied detailed information for the 
first issue. 


National Service 


Created by Merger 


United Printers and Publishers, 
Inc., has been formed to offer a 
complete service to advertisers by 
the merger of seven companies. 
They are the Artographic Corpora- 
tion, Bosca-Reed-MacKinnon Com- 
pany, Gerlach-Barklow Company, 
Magill-Weinsheimer Company, Rust 
Craft Publishers, Inc., Springfield 
Leather Products Company and the 
P. F. Volland Company. 


Marshmallow Makers 
Complete Merger 


The Campfire Corporation and the 
Angelus marshmallow division of 
the Cracker Jack Company, both of 
Chicago, have merged as the An- 
gelus-Campfire Company. 

Paul L. Redel is president; H. A. 
Cole, F. P. Warren, and F. A. Wer- 
ner, vice-presidents; and E. R. 
Shields, secretary-treasurer. 


Issues New Card 


National Geographic Magazine, 
Washington, D. C., has issued a new 


rate card, effective January 1, 1931. 


PLAIN 
HONESTY 


* 


i ps those individuals possessed of abdominal stamina the 
low-down is the handsomest of all gifts. The only thing 
they fear for the future is the wrong steer. 


There is nothing more essential to the safe conduct of busi- 
ness right now than truth—a fundamental knowledge of 
what is going on and what it’s all about. We have more than 
a suspicion that business has become intensely realistic—has 
chipped off the gilt and stripped for action. 


There’s compulsion behind the news of business these days 
that calls for fast action. To illustrate: a concern is loaded 
with raw materials. The trend indicates that the market will 
take a dip to a lower level. The President takes action. He 
calls for the inventory, for outstanding orders, for a list of 
contracts in negotiation. Does he say, “‘give me an inventory 
report—take your time—next month will do’’? 


He does not. He says: ‘“‘Goddamighty, gimme the figures, 
NOW! Where’s Smith? —— Where’s Jones? — — Where’s 
everybody?” 

* * * * * 
The men responsible for the profitable conduct of business, 
in an era of shirtsleeve thinking, have little time or patience 
for theory, unsupported opinion—or verbosity. 


The Business Week is therefore welcomed by men who must 
have the facts of business—and have them fast and down to 
net essentials. 


Since September last The Business Week has faithfully de- 
picted the trend and outlook of business each week through 
a period of recession. It has called a spade a spade—made no 
attempt to coat prunes with glucose. 


With the turn of the year The Business Week announced that 
business was on the up—would be back to normal by October: 
The evidence was presented—continues tobe discussed from 
week to week. 


Dealing with the vital news of business—the raw material of 
executive thinking—the Business Week has earned a recogni- 
tion and reader acceptance without parallel. And this is con- 
firmed by the fact that today The Business Week is the most 
widely quoted publication in the country. 


* * * * * 


‘ 


The voice of your business in the advertising columns of The 
Business Week will be in the right place. You will be talking 
through a responsible publication to responsible men in their 
responsible moods. 


THE BUSINESS WEEK 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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$391,868,822 


$71,946,128 
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$402,841,282 


$95,152,184 
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Farm Implements Sold by Manufacturers 


™ Ut“ 


$12,546,389 


$455,492,598 


—Bureau of the Census 


Cancel Sardine Compact 


A price-fixing agreement between 
Norwegian sardine packers has been 
cancelled, according to information 
received by the Department of State, 
Washington. An anti-trust suit was 
recently filed by the Department of 
Justice. 


Buy “Motor Freight” 

Kenfield Davis Publishing 
Co., Chicago, has bought Motor 
Freight from the Gillette Publishing 
Co., of the same city. The monthly 
will be merged with Bus Journal, 
the combined papers being known as 
Motor Freight and Bus Journal. 


Always say 
ecp & A” 


— because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 


Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


=e 
STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


All Published at 


54 West 74th St. 
NEW YORK 


HIGH SPEED WITHOUT LOWERING 


TYPOGRAPHIC STANDARDS 


Ours is a day-and-night, 24-hour service. Yet, we are 


not selling speed, but giving it. Speed is important, 


to be sure. However, it is imperative that modern 


typography shall have those finer creative touches 


of design and detail which “hand-tailor” strength, 


charm and vivid expression into an advertisement. 


LEE & PHILLIPS, INC. 
TypographersWhoProve ltWithProofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


pal 


Successors to 


MONTAGUE LEE, INC. 


FREDERIC NELSON PHILLIPS, INC. 


GRAPHIC TYPESETTING CORP, 


CAXTON TYPOGRAPHERS, INC. (Formerly Wienes Typographic Service} 


New Law Protects 
Oleomargarine 
Manufacturers 


Washington, D. C., July 17—The 
Haugen bill, (H. R. 6), applying the 
taxing regulatory provisions of the 
oleomargarine law to the manufac- 
ture and marketing of colored cook- 
ing compounds sold as substitutes 
for butter has been signed by Presi- 
dent Hoover. 

The Secretary of the Treasury re- 
cently gave the following résumé of 
the situation: 

“For many years the Treasury 
Department held that cooking com- 
pounds or substitutes for lard placed 
on the market in good faith as such, 
and which do not resemble butter in 
general characteristics, are exempt 
from tax as oleomargarine. 

“It was discovered, however, that 
certain manufacturers were making 
and selling a product which they 
labeled as a cooking compound but 
which was artificially colored so as 
to resemble butter and was so pal- 
atable as to be adaptable for use as 
butter. 

“When these colored cooking com- 
pounds were first brought to the 
attention of the Commissioner of 
Internal Revenue to decide what 
compounds shall be taxed under the 
oleomargarine act of 1886, he took 
a lenient attitude and advised the 
manufacturers that the product 
would not be held subject to the tax 
so long as they labeled, sold and ad- 
vertised the products in good faith 
as cooking compounds. 


Compared with Butter 


“However, the manufacture of 
these products increased, and deal- 
ers commenced to advertise and sell 
some of them as being as good as, 
or even preferable, to butter. 

“The commissioner thereupon re- 
considered his previous conclusion 
and decided that these products 
were taxable under the oleomarga- 
rine law. A Treasury decision was 
promulgated with the object of sub- 
jecting to tax as oleomargarine all 
cooking compounds, either colored 
or uncolored, prepared in such a 
way as to cause the resultant prod- 
uct to assume a flavor, texture, and 
appearance resembling that of but- 
ter. 

“Proceedings were thereupon 
brought by the manufacturers and 
the courts issued injunctions in two 
jurisdictions which prevented execu- 
tion of that ruling in either of them. 

“Cooking compounds so prepared 
are actually being sold to the public 
by dealers as substitutes for butter. 
From the standpoints of appearance 


‘| and use these products are to all in- 


tents and purposes substantially the 
same article as oleomargarine. 
“Manufacturers and dealers sell- 
ing these products are thus enjoying 
an unfair advantage over manufac- 
turers of oleomargarine who are 
compelled to pay taxes and submit 
to the regulatory provisions of the 
oleomargarine law. Through the 
sale of these compounds by dealers 
as a substitute for butter a fraud is 
being perpetrated upon consumers.” 


“Mystic” New Magazine 


— Magazine, to be published 
by Fawcett Publications, Robbins- 
dale, Minn., will be placed on the 
newsstands about September 1, dated 
November. The initial distribution 
will be 150,000 copies at 25 cents. 

The new publication will deal with 
palmistry, psycho-analysis, numer- 
ology, tea-leaf reading, etc. 


Women in 
Advertising 


Helen Walser 


New York, July 17.—Mrs. Helen 
Walser, who believes there is an un- 
precedented opportunity in advertis- 
ing for women who will apply their 
understanding of style, has been 
successful in fields which offered pe- 
culiar problems. 

When she formed the Flamingo 
Advertising Company several years 
ago, she secured the account of 
Schwarzenbach Huber, which had 
never organized its American fabric 
advertising on a large scale. 

Mrs. Walser suggested that a 
contact be made between cutters 
and buyers of department stores, 
for the purpose of advising them of 
color and designs at the beginning 
of each season. One of the out- 
standing features of this promotion 
work was the National Silk Design 
contest last year, of which the prize 
prints are now being promoted in 
retail stores. 

Other of her accomplishments 
were the popularizing of the prod- 
ucts of the Ypsilanti Furniture 
Company for drawing rooms as well 
as gardens and porches, and the or- 
ganization of the Boy’s Wear Insti- 
tute, which has the avowed purpose 
of making the youngesters of Amer- 
ica hunger for better garb. 

Mrs. Walser is the wife of Joseph 
Stella, weil known for his modernist 
paintings. 


John A. Stover Joins 
“National Turf Digest” 


John A. Stover has become direc- 
tor of advertising of the National 
Turf Digest, published by the Mon- 
tee Publishing Co., Baltimore. Mr. 
Stover is well known to the adver- 
tising fraternity through his former 
work with the Conde Nast Publica- 
tions and as advertising manager of 
Pace Institute, New York. 


Neville Opens Office 


Robert J. Neville has opened an 
office at 185 N. Wabash avenue, Chi- 
cago, as a publisher’s representative. 
He has been with the National Reg- 
ister Publishing Company and the 
Audit Bureau of Circulations. 

Mr. Neville will also assist Miss 
Gertrude Byrne, of the George Mc- 
Kittrick Directory of Advertisers. 


“Canton News” Suspends 


James M. Cox, owner of the Can- 
ton (O.) Daily News, has suspended 
that paper and sold the real estate, 
circulation, ete., to the Canton 
Repository. The sale recalls the 
murder of Don Mellett, business 
manager of the News, in his cru- 
sade. 


Leaves Federal Rubber 


George F. Nolan has resigned as 
advertising manager of the Federal 
Rubber Co., a division of the Fisk 
Rubber Co., Chicopee, Mass. He 
will enter the public relations and 
advertising field in Massachusetts. 


Norman with Murphy 


J. S. Norman has joined the new 
Louisville branch of Carroll Dean 


Murphy, Inc., Chicago. 


Let Boys Shop 
Alone, Is Plea 
of Rogers Peet 


New York, July 17—While a large 
volume of current advertising is aq. 
dressed to children, Rogers Peet 
& Co., of this city, are believed t 
be the first to urge that boys be 
permitted to do their own shopping, 
unaccompanied by adults. 

This suggestion was made by the 
company in a special supplement of 
the “Ropeco Magazine,” mailed to 
17,000 parents in the metropolitan 
district. 

“We'll be glad to help your gop 
with his selections,” said the house 
paper, “as long as our experience 
enables us to satisfy his youthfy 
enthusiasms without spoiling your 
ideas of good taste. And, of course, 
if anything shouldn’t be just right, 
we'll quickly make it so.” 

C. M. Azoy, advertising manager 
of the company, said the chief re. 
sponse from the advertisement was 
expected from boys whose fathers 
deal with Rogers Peet. In such in. 
stances, the youthful customer will 
be placed in the hands of the sales. 
man who regularly takes care of 
Dad. 

Even though the parents fail to 
take advantage of the offer, Mr, 
Azoy believes that the proposal will 
increase their confidence in the store 
and its policies and thus make for a 
larger volume of future business, 

A feature of the copy was the 
showing of the latest in wear for 
the well dressed boy. 


Berkey & Gay’s 
Position Upheld 
by U.S. Court 


Washington, July 17—The Fed- 
eral Trade Commission has been re- 
versed by the United States Circuit 
Court of Appeals for the Sixth Cir- 
cuit in its order against the Berkey 
& Gay Furniture Co., of Grand Rap- 
ids, and other furniture manufac- 
turers. 

An order to cease and desist from 
selling veneered furniture without 
labeling it as veneered, and adver- 
tising it in such a manner, was 
issued by the Commission Septen- 
ber 25, 1928. Berkey & Gay were 
one of 68 manufacturers which de- 
clined to sign an agreement result- 
ing from a trade practice confer- 
ence, and the Commission held this 
to be unfair competition against 
those who did sign. 

The court held, in overruling the 
Commission, that the finest of all 
modern furniture having flat sur- 
faces is made of laminated wood and 
that the practice is almost univer- 
sal. The order of the Federal Trade 
Commission was held inappropriate 
to remedy the alleged evil, as well 
as wholly unsupported by the evi- 
dence. 

Even if manufacturers were to 
label their products as_ indicated, 
there is no assurance that retailers 
would do likewise, the court said. 


Des Moines Committees 

Frank T. Carroll, the new presi- 
dent of the Des Moines Advertising 
Club, has appointed the following 
committees: 

Publicity, Clyde Minnis and Dan- 
iel Frey; vigilance, Richard Vaw- 
ter, James Camp, Robert McCrae 
and N. A. Winter; house, Jack Bilz 
and Norris Crosby. 

Others will be named later. 


Famous Author’s Son 


with Chicago Agency 

Leslie O. Read, son of Opie Read, 

author and lecturer, has become at 

account executive with Vanderhoof 

& Co., Chicago agency. He was for- 

merly with Matteson, Fogarty and 
Jordan. 


Vaughn Honored  _ 
George V. Vaughn, advertising di- 
rector of the Wisconsin Light & 
Power Co., Madison, has been elected 
president of the Wisconsin Journal- 
ism Alumni Association. 


ee ee eee ee OF Seige Pe ns geet rn RM Se a | lig Ti ma ee ee SS CN ee ae: 7 a ar ee Ce MMS Re ea 
So, % — ee ie 3 5 a i a if apie. ba Pik.) * 4 bes eas i ri oe 2 ae! : ‘ ‘ tel eg ges CNT eee eal yaar ‘ # ? 
> ea ie i Be ae ‘ ee ea oe ee A ee ee gee eee ey fog Ee eee NE ee, eS ae enn ae cee aE ee i paces ats he, Mee eg, Be Pe °c 
Sah se Pi Wn <6) mens. inte <i Mah ean i. i 2 Re ean aR a CeCe Gl he aS ee ee ek ee ae. oe ws i, Vee pai coh nes ceed ct \ he ge aR Rc oS lar aa ee mene digs 
i oe i .* 5 Bi i Bi ee ar er — * SRE SEE ge gee IE a ES 8: a oe iA TREMOR ils iu 
- | 
10 a |e 
i —————————— ——————————————————————, — 
} a 
i+. el | | 
a | 
a in U.S.A. 
oa. x5) 
mss . . 
Ren a ea field ge * aac ; 
ne i — jons 
eo eS oe pur 
PO] = ee : . - ae ok 5 adve 
otf ok . ( Tos = 
ee —— a use 
SS — — ——————————————— - — = = i ie forts 
_ CO | ;. ~ ee worl 
a  ~ fee cst 
eu ale EC ud ot M 
ig ee ee 
<9 ae ae lack 
. . ee es i Se Baer 
ok ee wor! 
* eae ieee ee 
} 7 j i, vie . eas use 
| “hae iene #: 2 y we : s 
| | ony, | se a aa rae vas: 
2 a ee man 
—— | oe a oe a E: : (8 ee ; f 
7 | ‘Eee ene, Ae, “ 
e ree uae ee pral 
| Bice 7 ee eee eee es say 
a el aa a , 
= = | Ee Ne ae ee | mal 
a Ss m 
q > NN es p 
” . 
, qui 
the 
of 
tom 
mo! 
Pe cha 
is 
=—_— ine 
: 
| Ria aaa in 
| ag’ 
cla 
ref 
ers 
—_—_—______ ’ 
—— 
ee en - 
a 
Po : ; 
| = 
| 
Po 
| 
—C“C;isSCSCSCis 
0 
| 
iw 
i i | ) 
cee ice L\ 
Bigs Sera 
Posts es 
E 
ee : 
eS 
ee | | | 
aenencinioninaas { 
| 
oe 
| ae 
— — 
a Ee 
OO —“C:isSCSCsC‘C‘(CC‘C#iés 
ye FFFFT—S—CSCSC‘éC 


a large 
> 18 ad. 
S Peet 
eved to 
OYS be 
opping, 


by the 
nent of 
iled to 
politan 


ur son 
> house 
erience 
outhful 
Ee your 
course, 
t right, 


anager 
lief re. 
nt was 
fathers 
uch in- 
er will 
2 sales- 
‘are of 


fail to 
rr, Mr. 
sal will 
le store 
e for a 
iness, 

vas the 
ear for 


s 
eld 


urt 


e Fed- 
een re- 
Circuit 
tth Cir- 
Berkey 
id Rap- 
anufac- 


st from 
without 
adver- 
iT, was 
Septem- 
y were 
lich de- 
result- 
confer- 
eld this 
against 


ing the 

of all 
at sur- 
ood and 
univer- 
1 Trade 
‘opriate 
as well 
the evi- 


vere to 

dicated, 

etailers 
said. 


‘tees 

v presi- 
ertising 
lowing 


gency 
e Read, 
‘ome all 
derhoof 
vas for- 
rty and 


: d 
ising di- 
. elected 
Journal- 


ADVERTISING AGE 


July 19, 1930 


——— 
——_——- 


‘Increasing 


by Advertising’ 
Is British Theme 


(Continued from Page J° 

ple at home and in our Domin- 
ins and Colonies; that the main 
purpose and the chief triumphs of 
rvertising lie in popularizing the 
yse of a new class of staple com- 
forts, and that in these days it is the 
working men in all countries whose 
stom must be won. 

Many speakers lamented Britain’s 
lack of enlightened sales effort in 
world markets, and urged a larger 
ye of advertising, better sales 
methods, and more aggressive can- 
yassing. The success of American 
manufacturers in world-selling had 
frequent mention and_ reluctant 
praise. The Prime Minister, Ram- 
say MacDonald, said: 

“Our position as exporters of 
manufactured goods is undergoing a 
new challenge. We have to face the 
prospect of ever-intensified competi- 
tin. A new national effort is re- 
quired to meet this situation. On 
the other hand, the rising standard 
of comfort means that our cus- 
tomers in other countries have now 
more to spend on imports. The pur- 
chasing power of the world markets 
is bigger than ever before, and is 
increasing.” 

The success of the United States 
in selling motor cars, typewriters, 
agricultural machinery, and other 
dasses of products in Australia was 
referred to by at least three speak- 
ers. 


Discuss Tariff 


The new tariff of the United 
States was regarded by Lord Luke 
of Pavenham, chairman of Bovril, 


There’s only 


ONE 


place where your adver- 
tising hits ALL the 


general managers 
controllers 
delivery superintendents 
supply buyers 

of ALL the well rated depart- 
ment stores, and EVERY gen- 
eral merchandise, drug and 
meat and grocery chain store 
organization. 


That’s why you should 
promptly look into 


Published Monthly at 


236 N. Clark St. Chicago 


Truth about 
National Brands 


What does the future hold 
for them? What are the 
trends?) Where are they 
headed? 


Interesting facts are dis- 
closed, figures and names 
are given in a statistical 
study of the advertising of 
food dealers—chains, vol- 
untary chains and large 
food markets —in recent 
issues of 
The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


Trade | 


Ltd., as being advantageous to 
Britain in her world-trading. 

“The opening for our manufactur- 
ers to push their wares is excep- 
tional—one of those opportunities 
that comes but once in years,” he 
said. 

Many advertising men in this 
country think that the acute un- 
rest in India, joined to anti-British 
propaganda, has made the outlook 
for British manufacturers in that 
country a very black one. One 
speaker, Lt.-Col. Sir Stanley Reed, 
believes that the present is the time 
of all times for Britain to seek an 
increase of trade. 

“In that wonderful land,” he said, 
“are 319,000,000 buyers. Within 30 
years the purchasing power of the 
Indian population has risen from 
Rs. 30 to Rs. 60-65 per head (a 
rupee equals 24 cents). Even today 
India is Britain’s greatest export 
market. You are dealing with a 
land of mass-producing power of 
colossal proportions which is rising 
year by year.” 


British Salesmanship 


The president of the Incorpo- 
rated Sales Managers Association of 
The United Kingdom, Sir Francis 
Goodenough (he is also chairman of 
the Government’s Committee for 
Education and Salesmanship), said 
that the employment of efficient 
sales managers to organize and su- 
perintend the marketing of British 
goods at home and abroad is essen- 
tial to the maintenance of British 
trade. He declared that British 
manufacturers must pay good sales- 
men a good wage. (Many good 
travellers in this country are glad 
to accept from $25 to $30 a week.) 

Sir Francis said that many of the 
best British salesmen are in the em- 
ployment of American firms, and 
that successful American marketers 
believe that one man who can earn 
£5,000 a year is worth far more 
than five men who can earn £1,000 
a year each. 


Audited Circulations 


There is in this country no Audit 
Bureau of Circulations, though a 
good deal is being done to establish 
one. The majority of newspapers, 
trade papers and periodicals reso- 
lutely refuse to state their net sales. 
On this question, R. J. Sykes, chair- 
man of the London Press Exchange 
(advertising agency), and president 
of the Institute of Incorporated 
Practitioners in Advertising, said 
that British publishers are just be- 
ginning to realize that they must 
give the advertising agent every as- 
sistance if the agent is to carry 
advertising to a successful issue. 

He said, also, that to the minds of 
most practitioners in advertising 
the time had come when no news- 
paper publisher could be content to 
offer space at a price fixed by the 
extent of its circulation; rather he 
must offer a market to the adver- 
tiser, telling him its needs, the avail- 
able channels of distribution, the 
social standing and _ purchasing 
power of its readers; and if pos- 
sible, something of the nature of 
the competition the advertiser may 
have to meet, always basing claims 
on ascertained facts and statistics. 

The contentions of Mr. Sykes had 
the support of Edward H. Tillett, 
president of the Newspaper Society. 
He made the suggestion that con- 
sultation between advertisers, ad- 
vertising agents and newspaper pub- 
lishers might produce a standard- 
ized form of market survey, giving 
statistics required by all advertisers. 

The technique of market research 
was the subject of a paper by J. 
Henderson Stewart, manager of the 
Market Research and Information 
Department of Lintas Ltd. (an ad- 
vertising agency owned by Lever 
Bros., the soap makers). 


He said that the success of an in- 


Bar Self-Service 
in Gas Sales 


Indianapolis, July 17.— An 
order by the State fire marshal 
provides that equipment at a 
gasoline service station may 
be handled by none other than 
an employe. The ruling, if up- 
held, will eliminate self-service 
gasoline stations. 


trained investigators, careful, meth- 
odical and accurate tabulation and 
honest, yet simple drawing-up of 
the report. 


To Advertise Advertising 
That there is a deficiency in the 
amount of advertising in this coun- 
try was the contention of H. G. 
Saward, joint managing director of 
Saward, Baker & Co., an advertis- 
ing agency. 

“If advertising is a sound busi- 
ness instrument,” he said, “the 
blame for British industry’s being 
unsold on advertising rests at the 
doorstep of advertising interests, 
and the greatest of these is news- 
papers.” 

Mr. Saward proposed that the 
newspapers of this country should 
pledge themselves to a subscription 
for five consecutive years of one far- 
thing (half-a-cent) per pound of 
their actual receipts. On the as- 
sumption that £150,000,000 is spent 
on advertising in this country per 
annum, then £150,000 per year 
should be employed to advertise ad- 
vertising. 


Shotgun Tactics 
Feature Copy 
for Anti-Freeze 


New York, July 17.—The Glycer- 
ine Producers’ Association has an- 
nounced plans for its third annual 
co-operative campaign for glycerine 
anti-freeze, to begin with the ap- 
proach of cold weather. 

Four advertisements will be re- 
leased simultaneously to 250 news- 
papers as weather reports indicate. 
These four pieces of copy will 
appear on different pages of each 
newspaper, each carrying the com- 
plete glycerine story. 

The magazines schedule includes 
single and double pages in the 
American Magazine, Collier’s, The 
Literary Digest, Liberty, and The 
Saturday Evening Post. Car owner 
publications also will be used. 

All of the forthcoming copy will 
carry the emblem of approval issued 
by the contest board of the Ameri- 
can Automobile Association. 

While each manufacturer puts his 
own name on the container for G. 
P. A. radiator glycerine, the product 
must conform to specifications es- 
tablished by the association. Last 
year 1,500,000 cars were serviced 
with this anti-freeze. 

Members of the association pro- 
ducing radiator glycerine are Ar- 
mour & Co., Beach Soap Co., Col- 
gate-Palmolive-Peet Co., Harley Soap 
Co., James S. Kirk & Co., Kirkman 
& Son, Lever Bros. Co., Procter & 
Gamble Co., John T. Stanley Co., 
Swift & Co., and the Allen B. Wris- 
ley Company. 


Pittsburgh Installs 


The Pittsburgh Advertising Club 
installed its new officers July 15. 
J. M. McKibbin, Jr., district adver- 
tising manager of the Westinghouse 
Electric & Mfg. Co., is president; 
F. A. Weston, Kaufman’s depart- 
ment store, vice-president; J. A. 
Cullison, National Fireproofing Co., 
secretary, and F. W. Morgan, Bell 
Telephone Co., treasurer. 

R. B. McDaniel, of Ketchum, Mc- 
Leod & Grove, retiring president, 
was the principal speaker. 


Has Gravure Account 


The Osborne Chromatic Gravure 
Co., East Orange, N. J., has placed 
its advertising account with the G. 
Lynn Sumner Co., New York. The 
company owns the Osborne process, 
produces Osborne Gravure, and 


door 


Coming 
Conventions 


July 21-22. Rocky Mountain Out- 
Advertising Association at 
Yellowstone Park, Wyo. 

July 22-25. Associated Sign Con- 
tractors of North America at To- 
ronto. 

September. Association of North 
American Directory Publishers in 
Detroit. 

Sept. 17-20. Financial Advertisers 
Association in Louisville, Ky. 

Sept. 21-22. Tenth District, A. 
F. A., at Houston, Texas. 

Sept. 29-30. Insurance Advertis- 
ing Conference at Milwaukee. 

Oct. 1-3. Direct Mail Advertising 
Association at Milwaukee. 

Oct. 6-8. Advertising Specialty 
Association at Chicago. 

Oct. 21-23. Outdoor Advertising 
Association of America at Mil- 
waukee. 

Oct. 23-24. Audit Bureau of Cir- 
culations in Chicago. 

Oct. 23-24. Agricultural Publish- 
ers’ Association in Chicago. 


Trucks for Advertising 


The 20,000 motor trucks operated 
by the American Express Company 
will be used for poster advertising, 
under an arrangement made with 
the Express Motion Poster Service, 
Inc., a subsidiary of Barron G. 
Collier, Inc. The posters will be 
used on the side of the trucks. 


Stanton with Pedlar 


James R. Stanton, late of the But- 
terick Publishing Company in Paris, 
has become an account executive 
with the Louis C. Pedlar Corp., New 
York. 


To Advertise Steel 


Newspaper Directory Out 

The Complete Directory of Coun- 
try Newspaper Rates has been is- 
sued by the American Press Asso- 
ciation. The 368-page volume also 
includes lists of advertising agencies 
and national advertisers. 


Retailers on Air 


The Chicago Retail Hardware 
Association is sponsoring a weekly 
radio program in behalf of the in- 
dependent dealer, Station WENR 
being the medium. : 


Thompson on Wall Street 


The J. Walter Thompson Com- 
pany, New York, will open an office 
at 150 Broadway to service accounts 
of its Wall street clients. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the it con 
nection. While we operate under the eauplaymnens 
agency law, our methods are unlike any other 
agency. 


PROFESSIONAL A. OFFICE SERVICE 
e' 


gency 
ey Chrysler, 


Gurn Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 

country, one in the East ana one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital mashes 
with high efficiency and econ 
through HOSPITAL MANAGEMENT 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 


HOSPITAL 
MANAGEMENT 


The Midvale Company, of Phila- Member A.B.C.—A.B.P. 
delphia, manufacturer of steel, forg- 537 S. Dearborn Street 
ings and castings, has appointed Chi Ill 
Fox & Mackenzie, Philadelphia as ange, Ee. 
its advertising agency. 

| A LOOK IN ON | 


LONG BEACH, CALIFORNIA 


N THIS lively California 
city with a trading popu- 


lation of one hundred and 
fifty-five thousand, annual 
footwear sales amount to 
two and a quarter million 
dollars. 


Our field editor, after a 
careful survey, informs us 
that 84 per cent of this foot- 
wear business is done by 
subscribers to the Boot and 
Shoe Recorder. 


The July issue of our 
monthly bulletin, The 
Look-In, contains the 
complete shoe story of 
Long Beach. Copies will 
be mailed regularly to ex- 
ecutives interested in the 
profitable distributors of 
footwear. 


BOOT and SHOE 


NNR 


vestigation depends on a_ properly 
drawn-up questionnaire, highly- 


prints Fortune and other publica- 
tions. ; 


NEW YORK 


A. B.C. 
A.B.P. 
RECORDE 
The Great National Shoe Weekly 
A Unit of the United Business Publishers, Inc. 
Cineinnert | Two-Thirty-Nine West Thirty-Ninth Street | paucdciphte 
St. Louis Rochester 
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Wiley Eulogizes _ 
Devotion of — 
Newspaper Men | 


Lake George, N. Y., July 18—The 
Chicago crime situation was dis- 
cussed briefly tonight by Louis 
Wiley, business manager of the New 
York Times at the dinner of the 
New York Associated Dailies and 
New York Press Association. 

“Recently we have been treated 
to an unusual spectacle in Chicago,” 
said Mr. Wiley. “A reporter appears 
to have shared his loyalties with the 
underworld without arousing the 
suspicion of his employer. The pub- 
lic ear has been greatly intrigued 
by startling disclosures and there 
are some who have sought to mak 
this the cause for discrediting the 
press and its devoted reporters, who 
in loyalty, intelligence and zeal rank | 
second to no other class of men and 
women. | 

“It would be regrettable if the 
public gained a distorted impression | 
of how our newspapers function in 
reporting crime. There is no gen- 
eral tendency among the newspapers | 
of the country to usurp police pow- | 
ers and duties, and the feeling still 
prevails that such activity must be. 
confined to the appointed guardians 
of the law. 

“Truthful and accurate reporting 
of police efforts to suppress crime 
—without assumption of Sherlock 
Holmes roles on the side—is suffi- 
cient to tax the talent of the ablest 
reporter. 

“To think of the service the news- 
paper performs for mankind is one 
ef the compensations of our work. 
The great organized movements for 
progress are served by news. The 
idea sometimes expressed that news- 
papers overemphasize news of crime 
is erroneous. If a few newspapers 
do have a tendency to exploit crime, 
that is reprehensible, and the great 
majority of newspapers condemn 
such a tendency. 

“The law-abiding citizen, how- 
ever, is entitled to know the facts 
about crime, so that organized so- 
ciety may grapple with the problem. 
The peoples of the world, if they are 
to go ahead, must have information. 

“Where would the naval reduction 
conference and the pending treaty 
be if the newspapers of the world 
had not brought enlightened opinion 
to their support by printing the 
news? I hope for the early ratifica- 
tion of this noble effort by President 
Hoover’s administration to obtain 
international cooperation in limita- 
tion of armaments. Complete, ac- 
curate news is the great force for 
righting wrongs, for advancing 
good.” 


Five Join Club 


Five new members have _ been 
added to the Advertising Club of 
Portland, Oreg. They are Murrel 
A. Nelson, Minnesota Life Insur- 
ance Co.; Hanford Post, Arcady 
Press; Earl D. Tuttle, American 
Type Founders Co.; A. B. Wallace, 
National Advertising Journal Pub. 
Co., and Don Urquhart, The Spec- 
tator. 


Appointed by Car Dealer 


Bishop, McCormick & Bishop, 
operating a chain of motor car show- 
rooms in New York, have appointed 
Grace & Holliday, New York, to 
direct their advertising. 


Place Transitone Copy 


Advertisers, Inc., Detroit agency, 
which has been handling publicity 
for the American Radio Corpora- 
tion’s Transitone, is now placing 
the advertising for that product. 


Miss Wieget in Cleveland 


After six years with Ruthrauff & 
Ryan, New York, Miss Marie S. 
Wieget has joined King and Wiley 
& Co., Cleveland agency, as account 
executive. 


Hotels Name Agency 


The United Hotels Company of 
America has appointed Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York, as advertising counsel. 


PRIZE WINNING WINDOW DISPLAY OF CHILDREN’S WEAR 


This display by Lothar F. Dittman, of the Ernest Kerns store, 
Detroit, took second prize at the fecent meeting of the Eastern 
Display Men’s Association in New York. 


Classifiedl 
Advertising 


Space in this department is @ 
cents a line; minimum charge, $2, 


| ——sass, 


Office and Stenographer Service 
Chicago representative leading ng 
tional trade publication will shape 
office and stenographic — services 
with non-competitor. New build 
ing. Walter Heyer, 45 East Ohio §% 


| 
| 


| Seattle Officers Installed 


Warren E. Kraft was installed ag 

| president of the Seattle Advertigsj 
| Ciub at the last meeting until f 
H. B. Heiden, Mark G. Stevens ang 
Hope Mabry Robinson are vice-pregi. 
| dents; Robert W. Sprague is treag 

er. New directors are J. Wesley 
Willard, A. E. Holden, Roy Marshal, 
Fred M. Rickard and George ¥, 
Jacobs. 

Holdover directors are Erie Han 
num, Burt Cochran and Mortop 
Schwabacher. Lloyd Spencer is re 
tiring president. 

Herman A. Nater, the new preg 
dent of the Pacific Advertising Clubs 
Association, attended the meeting, 


Institutional 
Campaign Will 
Tell A.& P. Story 


New York, July 17—The Great 
Atlantic & Pacific Tea Company has 
turned to advertising to create senti- 
ment in favor of the chain store 
method, of which it is one of the 
leading exponents. A newspaper 
campaign of indeterminate length 
was launched July 13 on this subject. 

‘this is one of the few pieces of 
copy which has gone out of New 
York to the district offices for in- 
sertion. The district presidents have 
supreme authority in their territory 
and the same applies to district ad- 
vertising departments. Once upon a 
time, a general advertising depart- 
ment was maintained in New York, 
but this plan was abandoned after 
a short trial. 

Thus far seven pieces of copy have 
been released in the institutional 
campaign. Each is numbered. The 
copy goes weekly into 1,000 or more 
papers in territory where A. & P. 
has stores, on the days indicated by 
the local men. In some cities, Sun- 
day is regarded as the best day for 
advertising. In others, Monday is 
the choice. 

The first piece of copy said that 
the housewife has a right to as much 
good food as her money can buy 
under the most favorable conditions, 
but that not everyone takes this 
view. 

“By some strange reasoning cer- 


tain people see harm to human wel- 


fare in cutting your food bill,” it 
continued. “A. & P. cuts your food 
bill to the minimum. So these peo- 
ple are against A. & P. 

“But A. & P. sticks to its knitting. 
Its job is the same today as it was 
70 years ago—to make it easier for 
more housewives to buy the best 
food.” 

In a later advertisement, the com- 
pany will point out that it is one of 
these business ventures that started 
modestly and developed, this placing 
it among the institutions of which 
the country is proudest. 


F. J. Robinson Dies 
in Automobile Crash 


Fred J. Robinson, Western man- 
ager for the Chilton Class Journal 
Company, automotive publishers of 
Philadelphia, was killed in Chicago 
July 16 when his automobile struck 
a safety island and overturned. 

Mrs. Robinson, who with two chil- 
dren, Jack. 19, and Joan, 10, was at 
Georgian Bay, Ont., returned to Chi- 
cago by plane. 


Gets Washer Account 


Advertising of the Clegg Lock 
Washer Co., ype has _ been 
— with M. Glen Miller, of that 
city. 


LAST CALL!} 


TO ADVERTISERS IN THE NEW 


vwvv 


Who’s Who in 


Advertising 


vvv 


‘Forms Close 
July 31, 1930 


vv 


A New Source of New Business 


A Meeting Place and A Market Place 


As “Who’s Who in Advertising” is a meeting place 
where we will all get better acquainted; so is it a 
market place where new and favorable business con- 
tacts are likely to be made by those who advertise in 
this volume. 

The agency’s advertisement will be read by the 
advertiser. The newspaner’s or magazine’s adver- 
tisement will be read by both agency and advertiser. 
The printer’s advertisement will be read by buyers 
of printing. Furthermore, your advertisement will 
be read frequently by thousands who use the book 
daily for reference. “Who’s Who in Advertising” 
will be working for you the year round. 


A Co-operative Enterprise 


Most important of all, perhaps, is the fact that the 
reader of this book will be predisposed to give every 
advertisement careful consideration because this is, 
in a sense, a cooperative book—the bible of the 
advertising and selling business. 


Highly Endorsed by Advertising Leaders 


“Such a_book is needed” James O’Shaughnessy, 
Liberty. “You are doing the advertising fraternity 
a great favor” George W. Smith, Camden (N. J.) 
Evening Courier. “I want to see that Philadelphians 
in advertising are well represented” Chas. H. Eyles, 
Pres. Richard A. Foley Adv. Agency. “I know we 
will want a copy in our office’ Wood, Putnam & 
Wood Co., Boston. Who’s Who in Advertising tre- 
mendously interesting to me” John C. Sweeney, 
Advising Director, International Correspondence 
Schools. “I think the idea is excellent” Earl E. 
Hughes, Mgr. Sales Promotion, Wricht Aeronautjcal 
Corporation. “An excellent idea” Cliff Noble, Direc- 
tor of Advertising, Chrysler Corporation. 

Hundreds more comments like these are on file in 
the Editor’s office. 


Our advertising rate is $200.00 per page (type size 
55sx75s) based on a circulation of 5,000—proportion- 
ate refund if it falls below 7,500—no extra charge if 
it runs higher. Agency or Publisher’s Representative 
commission 10%, cash discount 2% ten days from 
date of billing, which will be January 1, 1931. The 
number of pages that we can accept is limited, as 
this is a bound book, and the forms have already 
been planned. 

If you are interested in reserving space in the 
advertising pages in “Who’s Who,” our representa- 
tive will be pleased to call and show you a dummy 
of the book, what pages are available, and give any 
other particulars desired. Forms close July 31, 1930. 


Last Chance to Advertise in WHO’S WHO 
“First come best served” on position. As a 
reminder, tear out this coupon this minute, and have 
your secretary mail it to us as soon as convenient. 
HARPER & BROTHERS, NEW YORK 
“Who’s Who in Advertising” Dept. 


HARPER & BROTHERS, “Who’s Who in Advertis- 
ing” Dept. 

49 E. 33d St., New York, N. Y. 
Please have representative call and show me 


dummy of new “Who’s Who in Advertising” 
book to be published in the fall. 


Name 


Address 


(If outside New York, please ask for specific information 
wanted, or advise name of New York representative.) 
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